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stays fresh and bright 
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M. Grumbacher Company is another of the national leaders that 


pack complete families of products in Wirz Tubes—for protection, 





convenience and sales appeal. 


69! 836 






Write today for your copy of our folder, “Wirz Collapsible Metal 


Tubes.” It contains useful tube standards and valuable design data. 










New York 17, N.Y. Chicago 4, Ill. Memphis 2, Tenn. Los Angeles 48, Calif. Havana, Cuba 
50 E. 42nd St. 80 E. Jackson Bivd. Wurzburg Bros. 435 S. La Cienega Bivd. Roberto Ortiz & Son 
Export Division—751 Drexel Bidg., Philadelphia 6, Pa. 
4TH & PALMER STREETS, CHESTER, PA. 


Collapsible Metal Tubes * Lacquer Linings * Wax Linings * Westite Closures ° Soft 
Metal Tubing * Household Can Spouts * Applicator Pipes * Compression-Injection Molding 
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P . Since 1893 a leader among Suppliers 
of raw materials and perfume 


Specialties for the Pndustry. 
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Exclusive U. S. Representatives for CHARABOT et CIE crasse. trance 161 Sixth Ave., New York 13, N.Y 


Plant and Laboratories: Totowa, N. J 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of 
Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One of the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 


sore heartwood, Genuine 


Mysore 
Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“F* Ofdefte Sffence Piftifftrs” 


Ww. J. BUSH & CO. 


INCORPORATED 


Essential Oils - 


Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. * LINDEN, N. J. 
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Produced at our Brooklyn Factory Be 
CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM ‘a 
STYRAX CITRONELLOL SANDALWOOD x 
CASCARILLA PATCHOULY 


also LINALOOL e CITRAL ° EUGENOL « RHODINOL 


RESIN LIQUIDS 








OLIBANUM STYRAX 
LABDANUM BALSAM PERU 

eee. OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals @ Perfume Materials ¢ Colors 


6 6 OFFERING ROSE ABSOLUTE 
Year 


s of continuous quality service— ys 
suppliers and manufacturers of— tg ae eg 7 


Essential Oils + Aromatic Materials + Flavers 
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SORBITOL SORBITOL 


| 
| PRICE TREND SUPPLY 
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Stability of price and supply... 
superior conditioning properties, too... 
make sorbitol of special interest today 


Wirn materials and manpower scarce, now is the time to investigate the 
advantages of Atlas sorbitol as the polyol (polyhydric alcohol) least subject 


<o fluctuations in supply and price. 


As part of its effort to fill both defense and civilian requirements, Atlas is 
doubling its capacity for sorbitol production. The job is planned for completion 
in late 1951. This expansion coupled with the fact that sorbitol is derived from 
abundant agricultural materials gives promise of an increasing supply to 


meet future demands for this important conditioner. 


Sorbitol is widely used in cosmetics and pharmaceuticals as a humectant, 
emollient, and binder. It is valuable as an aid in attaining special effects of 
‘feel,’ giving a rich smoothness without greasy after-effect. Sorbitol retards 
crust formation more effectively than any other commercial conditioner or 
humectant; sorbitol-based creams lose weight (moisture) more slowly if left 


uncovered than creams made with other polyols. 


Remember! The price of Sorbo (Atlas 70% aqueous sorbitol solution) has not 





advanced . . . in fact, has decreased steadily since 1944. You'll find the Atlas 
book ‘“‘A Guide to Formulation with Atlas Emulsifiers and Humectants’’ a 


useful tool in your research. It’s free. 









Arlex and Sorbo sorbitol 
Span, Tween, and Arlacel emulsifiers 
Soluble lanolin and beeswax type emulsifiers 
Hystrene high-purity stearic acids 





Arlex, Sorbo, Span, Tween, Arlacel: Reg. U.S. Pat. Off. 
Hystrene: Trade Mark Trendex Co 


INDUSTRIAL CHEMICALS DEPARTMENT 
ATLAS POWDER COMPANY, WILMINGTON, DELAWARE ° OFFIGES IN PRINCIPAL CITIES « CANADA—BRANTFORD 
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Choice Fragrances 


~+- FROM A CHEMIST’S “GARDEN” 












Chemical Research works many miracles in simulating 


Nature. From Verona’s laboratories, for example, come pure, 


stable and lasting aromatic chemicals that realistically 


reproduce the appealing fragrances of garden flowers in bloom. 


Verona perfume and cosmetic specialties are as carefully cultivated 


as the choicest flowers to add fresh notes of distinction to your products. 


SOLE AGENT IN THE U.S.A. FOR J. & E. SOZIO, GRASSE, FRANCE 


VERONA SPECIALTIES: RESINOIDES: 
| 
AMUSKAL O?O?PONAX AMBRE E-392 MOUSSE DE CHENE ABSOLUTE STYRAX 
AMBRE 342 tONONES OLIBANUM TOLU 
t ALDEHYDE E-317A CYCLAMAL OPOPONAX MOUSSE DE CHENE BRUT 


VERONA CHEMICAL COMPANY, 26 VERONA AVE., NEWARK, N. J. 
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‘hw A BREOCOP CF PERDUE... 7 


There are many things more than precious oils and fine chemi- 
cals that go into the making of her perfume . . . not the least 


of these is 


Achieving the mood ... the effect ... the aura SHE seeks, is 


the job of the accomplished, imaginative perfumer. 


The van Ameringen-Haebler perfume chemists can help you 


create for her the fragrance she wants. 


MANUFACTURERS AND CREATORS OF THE FINEST 


ingen ° haebler, inc. 


$2 1 west 57th STREET 


Sivissaivw 


NE W ORs ts N. V. 


CHICAGO + PHILADELPHIA + SALT LAKE CITY + SAN 
PRANCISCO + LOS ANGELES + SEATTLE + PORTLAND, 
ORE. + PLANT-ELIZABETH, M.J.+ Van AMERINGEN- 


HAEBLER S.A. R.4., PUTEAUK (seine), FRANCE 


















UALITY based on 
unceasing research... 
PRODUCTION under the 
most exacting control .. . 
Every SYNTOMATIC Prod- 
uct a distinctive asset in the 


manufacture of your perfumes 


and cosmetic preparations. 


BEee ee  « te eS 


PERFUMERS MATERIALS 





SYNTOMATIC CORPORATION 


114 EAST 32nd STREET + NEW YORK 16, N. Y. © MURRAY HILL 3-7618 
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KEPT PROMISES 
PRY Orr :... 


New — FRESH — ORIGINAL .. . . Magnetic 


words, these . . . . they catch the eye, quicken the 
imaginative pulse and excite the curious. They demand 
attention! And having whetted interest in something 
new, fresh and original, there's an obligation to deliver: 
Oftentimes, however, the substance behind these “Shook” 
words is all-too-flimsy. Word-magic does its job, but the 
product fails of its promise . . . . In our industry, there 
is little reason for arousing interest, curiosity and 
imagination about our products and then failing to 
satisfy. Certainly, few industries offer more immediate 
reward for freshness and originality of thought than 
that embracing the manufacture of perfumes, toiletries, 
cosmetics and soaps. And few possess greater sources of 
inspiration, not only in the manufacturing organizations 
themselves, but through the creative and cooperative 
support of their able, service-minded packaging and raw 
material suppliers. A continuing and receptive alliance 
between progressive manufacturer and conscientious 
supplier is this industry's best insurance of newness, 
freshness and originality of product . . . . of kept 
promises that will pay off! 


FRITZSCHE BROTHERS, Inc. 





GERANIUM SYNTHETIC #17835 


For Use In: Perfume form- 


lations for Cosmetics, 


Odor Type: Duplicates Closely 


the basic characteristics of 


natural geranium. 


Remarks: This fully proven, 


low cost replacement offers 
incredible value as a full or 
partial Sub stitute for the 


much needed natural oi], 





Bases and Specialties for 
PERFUMES, COSMETICS and SOAPS 


Special Representatives for 


Tombarel Freres, Grasse 


yx Absolute Supreme Flower Essences 
yx Surfine Essential Oils 


v Resinoids 


tm rn 
PRODUCTS CORPORATION 


12 EAST 22*° STREET, NEW YORK 10 
Member of The Fragrance Foundation, Inc. 
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represented in all principal cities 
in the United States 


and throughout the world 


a 7 


k’s Frutal ay orks mipbLerown, N. Y. 


ESSENTIAL OILS + PERFUME BASES + AROMATIC CHEMICALS 
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a brilliant achievement in synthesis... 


FELT © Ni’ 5 Never before has anyone succeeded in 


producing synthetically a// of the full, rich, 


characteristic notes of true otto of rose. 
° T T 9 a Fr R ° s E While most of the constituents of 
| otto of rose have been known for many 
years, and while many good simulations 
ALTER NATE F. . have been made, true reproduction of the 
natural product has never been achieved 
before. Felton’s achievement is the discovery 
and synthesis of those very important but 
elusive constituents present in minute 
quantities in Bulgarian otto of rose, and 
this development has enabled our perfumers 
to create the remarkably authentic 
Otto of Rose Alternate F.C. 
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AROMATICS * PERFUME BASES + ESSENTIAL O1LS 


ELTON CHEMICAL CO., INC. uw special mernig 


599 Johnson Avenue, Brooklyn 6, N. Y. to perfumers 


PLANTS: Brooklyn, WY. * Los Angeles, Col. © Montreal, Que. * Paris, France 










etISMc aarti mete, 


SALES OFFICES: Atienta * Boston * Chicago * Dalles * Philadelphic * St. Lovis * Teledw* Toronto 
Stocks Carried in Principal Cities 


WIR a stata eR MrC TT Reality: 

study of Ont Of Kost ALTERNATE 
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FOR SAMPLE AND QUOTATION... 





Wart-a Beat Geller @... 


A HAPPY BLENDING of fragrance for your 
product might well produce an outstanding sales 
success story. Do what America’s leading 
manufacturers have done—consult with Naugatuck 
Aromatics. You'll find a perfect combination of 
skill, experience and resources to help 

you with any perfuming problem. 


Write, or call us—soon! 


NAUGAROMES—For various industrial and 


commercial uses. 
SOAPOLS—For bar, paste and liquid soaps. 


SHAMPAROMES—For liquid, cream and paste 


shampoos. Wy 
— 
MODERN BASES—For fine perfumes, colognes, S = 
toilet waters, toilet preparations, etc. “SS 


CREAMODORS—For all types of creams and lotions. 


— Sa § eee ben Mr —* 


Our chemists and perfumers can show you how to 
re-odor numerous types of manufactured items. 
They can help you add a neutral tone to almost 
any finished product. Or they can blend the 

one, distinctive fragrance that will help 

your product become a best seller. 


Zz SS. = 


aS 


y /NAUGATUCK @ AROMATICS NY, 


DIVISION OF UNITED STATES RUBBER COMPANY 


' 254 Fourth Avenue, New York 10, N. Y.— 701 South La Salle Street, Chicago 5, Ill, C He 


Toronto — Montreal 
Sole Distributors for: Y} 
BRUNO COURT, S. A., GRASSE, FRANCE 


ar ci = 2 
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MANUFACTURERS OF AROMATIC CHEMICALS—IMPORTERS OF ESSENTIAL OILS 
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Founded in the glamorous 

period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 

high quality standards in the 
Essential Oil and Aromatic Indus- 
tries. 





Its exclusive occupation since ts 
inception is producing o} 
Essential Oils, Floral Absolutes 


and Aromatic Specialties—from GRASSE PARIS NEW YORK LONDON’ SAO PAULO 
materials garnered the wide world 
over, many grown on Chiris’ own In each city there is a Chiris 
plantations. organization pooling all 

the experience and technical We regard it as a privilege to 
THE INTEGRITY OF CHIRIS resources of nearly 200 years of consult on your aromatic problems. 
PRODUCTS HAS WITHSTOOD activity in the world’s Essential Oil | Our creative laboratories are at 
THE TEST OF TIME. and Aromatic Industries. your service. 


We ie a! 8) oe ee ee 


119 WEST 57th STREET, NEW YORK 19, N. Y. 
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“he rose tn all its beauty 


Red Rose “Sch. & Co.”’ 


preserves for your use 
the full sweetness of 
the rose itself. 
Request a sample on 


your firm’s letterhead. 


Schimmel & Co., Inc. 


601 West 26th Street 
New York 1, N. Y. 
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INSPIRED ... CREATIVE 


perfume specialties 


BY 


. « « both the charm 
and haunting loveliness of Parisian 
Perfumes have been transplanted 
to New York. 


- « « de Laire Specialties 
provide the creative perfumer with 
new, original accords to lighten 
and brighten the transitional stages 
of making his composition a new, 
distinctive perfume. de Laire 
Specialties offer new odor values and 


harmonies previously unknown. 


PERFUME SPECIALTIES 


DIVISION OF 


DODGE & OLCOTT, INC. 


180 Varick Street « New York 14, N. Y. 
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your products 





~ the perfect fragrance for any given product. More .. . Creative 
Perfumery is the dynamics of Fragrance applied to modern 
_ merchandising for easier selling . . . for more satisfied customers. 
With original notes, subtle compositions and imaginative 
harmonies D&O Creative Perfumery can become a compelling 


and successful factor in your Sales picture. Consult D&O 


-_ 
0; DODGE & OLCOTT, INC. 
, > 


SS 180 Varick Street » New York 14,N. Y. 
:. 


ATLANTA « BOSTON « CHICAGO « CINCINNATI « DALLAS ¢ LOS ANGELES « PHILADELPHIA’ ST LOUIS « SAN FRANCISCO 







ESSENTIAL OILS + AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 


Creative Perfumery is the art and science of producing the correct, 
348 May, 1951 The American Perfumer 
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Provided from the pick of the world’s botanical drug crops... packaged in con- 
BOTANICAL DRUGS tainers specially designed to protect their potency and minimize deterioration. 


Widely used for preparation of fluid extracts and special finished products, our 
OPTIMO BRAND drug extracts, solid and powdered, are produced under rigid step 


by step supervision of laboratory technicians. Our flavor retention process guar- 
DRUG EXTRACTS antees full flavor, aroma and color preservation. 


Penick *EvenIzED Gums are accurately processed and tested. They are tested 
three ways... for color-viscosity-adhesion . . . and checked three times ...in the 


Crude—the Milling—the Milled. For that uniform and high quality so essential 
GUMS to your finished product, BUY PENICK, *EVENIZED TRAGACANTH, KARAYA, ARABIC. 


Extensive modern facilities for the distillation, extraction, and fractionation of 


volatile oils enable our highly skilled staff to produce Essential Oils of the 
ESSENTIAL OILS highest quality. 


Designed to create the unusual note and add elegance to your product. If your 


production calls for floral bases, bouquets or specialties, our staff of perfumers 
PERFUME BASES can supply your precise requirements. 

Created to fill the needs of the Food, Beverage and Pharmaceutical industries, 

Penick Flavors are finished products of unexcelled quality, unusual strength 

and are economical in use. They are the reflection of many years of research 


FLAVORS and experimentation. 


*Only Penick Evenizes. 


Se & LUMPANY 


50 CHURCH STREET, NEW YORK 7, N.Y. 735 WEST DIVISION STREET, CHICAGO 10, ILL. 
MO maa eee hal Telephone MOhawk 4-5651 


BOTANICAL DRUGS e ESSENTIAL OILS ¢ MEDICINAL CHEMICALS ¢ AROMATIC CHEMICALS 
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HEADLINERS 
THE STILL POPULAR 


( ologne Stick ee ae 2 


by RICHFORD 


JOINED BY 
TOP PACKAGING ATTRACTION 


a e Paste oe Cologne 


Oh now > 


9 
Shick Ethie IMMEDIATELY AVAILABLE 
/ i A. B48 PLAIN (polished brass top) 
B. B48 FANCY (polished brass top) 
also by RICHFORD (both hold 2% oz. net) 


C. B31 (polythene snap cap) (%4 oz. net.) 
D. B32 (threaded pol. brass cap) (1 oz. net) 


WRITE FOR SAMPLES 


RICHFORD CORPORATION 
251 FOURTH AVENUE + NEW YORK, N. Y. 
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Are the ceilings pinching? With prices for imported 


oils rising it is still possible to reduce costs with: 


SYNFLEUR'S 
Bergamotte Artificial, Series AB 
Geranium Artificial, Series AB 
Lemon Artificial, Series AB 
Patchouly Artificial, Series AB 
Vetivert Artificial, Series AB 


We can supply items in any of the series listed above 
specifically designed for use in either perfumes, 


powders, creams or soap. 


Yes, since 1889, Synfleur has been serving, and sav- 
ing money for, the American cosmetic industry. Now, 
in another difficult period SYNFLEUR RESEARCH is 
ready. 


Turn to 
Experience 


for Saving 


DY: U.S. PAT. OFF, 


yntleur. Scientific cfabor calories, Ine —_ Mon ticello,V. Y. 


FOUNDED 1669 BY ALOIS VON ISAKOVICS 


ATLANTA + DETROIT - NEW YORK + HAVANA - RIO DE JANEIRO - MEXICO, D. F. 


CHICAGO 2 MELBOURNE ° BURMA * HONG KONG ” BOGOTA 6 SAN JOSE 
CIUDAD TRUJILLO * GUAYAQUIL * GUATEMALA CITY * CALCUTTA ’ WELLINGTON 
MANAGUA + PANAMA * ASUNCION * MANILA - SAN SALVADOR . MONTEVIDEO 
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NEOINDOL 


A pure colorless chemical body of an Ester nature, pos- 
sessing the odor of Civet-Indol-Skatol. 


NEOINDOL will not discolor on standing, nor in perfume 
compounds such as Jasmin, Neroli, etc. 


NEOINDOL boils in the same range as Indo! and Skatol 


without the disadvantages of Imino compounds. C 
NEOINDOL has no nitrogen. 
Refractive Index at 20 degrees—1.5330. 
Samples and quotations on request 
* 


r. ALEXANDER KATZ & Co. Division of 


F. RUTTER & CO. 


Los Angeles 39 Seattle 4 New Orleans 13 Dallas 1 
San Francisco 3 Pittsburgh 22 
Salt Lake City Vancouver, B. C. Mexico, D. F. 


Our catalog contains valuable information for you... ask for free copy. 


WeZ ee 
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Stick Cologne 


With summer just around the 
corner, interest in solid colognes 
will undoubtedly again flare up, 
particularly if the weather turns 
out to be hot. 

To start stick cologne formula- 
tion, use five to seven per cent of 
stearic acid to react with suitable 
alkali, essentially sodium hydrox- 
ide, thus converting the acid into 
soap which in turn hardens or gels 
the alcohol. The job must be car- 
ried out on a hot water bath 
heated by steam or electricity in 
the absence of arcing motors or 
naked flames because the mixture 
is very inflammable. Five to 10 per 
cent of water is desirable; the 
amount of perfume required will 
vary with the individual and the 
costs will be so governed. 

The resulting gel from the 
above mentioned composition will 
be fairly translucent but may be 
tinted somewhat as a result of the 
perfume oil used. A greater opacity 
may be obtained by the inclusion 
of an inert material such as zinc 
stearate. 

When all the materials are dis- 
solved in the alcohol and the prod- 
uct has been allowed to chill to just 
about the cloud point, the per- 
fume should be added, well mixed 
and poured into molds. Quick chill- 
ing will give a good stick. The stick 
should then be all or _ partly 
wrapped in foil or cellulose sheet- 
ing and finally packaged in an air 
tight container with the smallest 
opening possible. 


Plate Make Up 


So-called plate or solid gel make- 
up of the cake type—sometimes 
also called cream cake is most 
readily accomplished by solidifying 
a synthetic ester such as isopropyl 
myristate with about % of its weight 
of carnauba wax. In other words, 
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the gel base contains 25 per cent 
of carnauba wax. 

The pigments are pulverized in 
advance to the proper shade and 
added to the fat mixture, which is 
poured at the lowest point just be- 
fore it gels. 

Numerous variations of this base 
formula can be developed to ob- 
tain more or less of the greasy feel 
and to increase or decrease the 
hardness of the gel. Such a base 
has widespread application in prac- 
tically all kinds of makeup. 


Shampoo Concentration 


A translucent jelly having. the 
chemical composition of triethano- 
lamine lauryl sulfate with 75 per 
cent active ingredients is being of- 
fered for use in shampoo. Cer- 
tainly the high content of active 
material makes it interesting from 
the point of view of reduced freight 
costs. 

This particular material is espe- 
cially useful for clear liquid sham- 
poos although of course it can also 
be used in liquid cream shampoos. 

The best “buffering” ingredient, 
if one can call it that, is easily 
guessed—triethanolamine oleate up 
to 4 per cent of the finished sham- 
poo. The resulting mixture con- 
taining from 12 to 15 per cent of 
the concentrate plus about 4 per 
cent buffer gives a pH of 8.0 more 
or less. 

Of course traces of iron raise the 
dickens with the color of the pro- 
duct. In addition to being of the 
alcohol sulfate type ordinary per- 
fumes just don’t seem to work satis- 
factorily. Therefore be sure to test 
your odor combination well before 
adopting it. 

Although special representatives 
from national houses have drawn 





M. G. deNavarre at work in his laboratory 


well, they haven’t stood out in the 
clear relief of former seasons be- 
cause the comparison has been over- 
shadowed by a steady flow of sales. 
Other manufacturers employing 
castor oil are also affected by the 
new order, but to a lesser extent. 


Trade Name Specialties 


This department is tolerant and 
understanding of trade name spe- 
cialties and the need for them. In 
the retail end of the business the 
trade name is the all important 
thing. So it is with raw materials, 
except that in some cases special 
mixtures with exceptionally useful 
properties are protected by trade 
names since they can not be pro- 
tected by patents. 

Yet when one reads some for- 
eign trade journals and finds that 
out of all items in one formula, 
five are trade name specialties and 
that out of eight items in another 
formula four are trade name spe- 
cialities, all of secret composition, 
one begins to feel that the industry 
all over the world has not ad- 
vanced as far as we thought. 


Dicetyl Ether 


At this writing, no particular 
work has been done with dicetyl 
ether that would establish it as be- 
ing superior to cetyl alcohol as a 
cosmetic ingredient. It is currently 
being offered in commercial quan- 
tities; it is claimed that the material 
is non-allergenic and that it would 
be useful as a perfume fixative and 
in cosmetic creams. It seems to have 
excellent water repellent properties 
which may suggest some other uses 
to the mind of the imaginative 
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chemists of the industry. 

The same company also offers 
distearyl ether at the same price. 
Its properties are very much the 
same as those of the dicetyl com- 
pound, 


Non-Discoloring Indol 


\ new chemical ester is being 
oltered that possesses the odor com- 


plex of indol with its obvious ap- 
plication in jasmin, orange blossom 
and similar fragrances. However, it 
has the advantage over indol in 
that it does not discolor. This may 
be due to the absence of nitrogen 
from the chemical molecule, but 
whatever the cause, the advantage 
makes this new substance potentially 
valuable in many perfume applica- 
ticns. 


Questions and Answers 


867: After-Shave Antiseptic 


QO. Please send me the names of 
several of the latest antiseptics and 
astringents used in After Shaving 
Lotion. The antiseptic I now use 
settles out in 18 months. Also send 
several complete formulas for the 
same. D.P.W. New York 


A. You can use a material such as 
a quaternary ammonium antise p- 
tics, or hexachlorophene. Names of 
suppliers are sent under separate 
cover. These companies will tell 
you the concentration required and 
the best media in which the prod- 
uct can be used. Be sure to tell 
them precisely the kind of prod- 
uct in which you want to use their 
material. Among the best astrin- 
gents to use are aluminum chlor- 
ide, sulfate or the recent alumi- 
num chloride complex. Your shave 
lotion should contain about 25-50 
per cent alcohol, astringent, anti- 
septic and water. 


868: Hair Lotion 


Q. I am interested in making a 
scalp lotion to eliminate dandruff 
and relieve itchy scalp, from the 
following formula: salicylic acid, 
resorcinol monoacetate, thymol, 
oxquinoline sulfate, castor oil, al- 
cohol, water, perfume, color. It 
seems however that after mixing 
the ingredients the castor oil is 
thrown out (1 oz. to | gal.). Will 
you please advise me what causes 
this or suggest a better formula. 
K.G.G. New Jersey. 


1. The hair lotion you are trying 
to make requires practically pure 
alcohol, in other words, 95 per cent 
alcohol, to keep it in solution. You 
are probably using weaker alcohol, 
and that is why the castor oil is 
coming out. In general your for- 
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mula appears quite satisfactory, al- 
though if we were making it we 
would drop the oxyquinoline sul- 
fate since other materials in this 
formula have all the antiseptic ac- 
tion you can expect. 


869: Vitamin E References 


Q. In the February, 1949, issue of 
Desiderata you mention a refer- 
ence to the use of Vitamin E in 
skin conditions, namely, Shute, Vo- 
gelsang & Burgess. Please forward 
names of publications. K.E.M. 
Illinois 


A. The references regarding Vita- 
min E are as follows: 

Surgery, Gyne. & Obstet. 86, 1, 
1948 

Med. World 64,448, 1946 

Med. Record 160, 21, 1947 

Am. J. Obstet. & Gyne. 35, 80, 
1938 
There are very few other references 
to the use of vitamins in skin con- 
ditions. The subject was covered in 
the Journal of the Society of Cosme- 
tic Chemists in regard to Vitamin A 
by Killian and Rivera 1, 3, 169, 
1948 


870: Baby Oil Formula 


Q. We are indebted to your New 
York office for reference to you. 
We are interested in obtaining a 
formula fer a baby oil, preferably 
something along the lines of the J. 
& J. product. In view of the un- 
substantiated claims for antiseptic 
values in Baby Oils, we would pre- 
fer to put out one without any an- 
tiseptic claims. L..P. Indiana 


1. You might try mixing an in- 
gredient such as isopropyl myri- 
state with mineral oil for use in a 
baby oil. You might prefer to re- 
place the myristate with olely al- 
cohol or a vegetable oil suitably 
preserved. The product to which 


you refer in your letter contains 
lanolin kept in solution by a pa- 
tented process, so far as we know. 


871: Cold Wave Solutions 


Q. Will you kindly forward to me 
a few typical working formulas for 
manufacturing hair waving prepa 
rations (thioglycolate type) for 
both home waving and _ beauty 
shop varieties. T.S.0. New Jersey. 


A. There are no standard formu- 
las for making home or beauty 
shop cold wave solutions. As much 
as can be said in a standard way is 
that the solution will contain from 
31 6 to 71 9 per cent of thioglycoli 
acid containing approximately 2 
per cent free ammonia at a pH of 
9.5. Beyond this each manufacture? 
makes variations to suit his require- 
ments. Obviously the stronger solu- 
tion ts for professional use. We 
would suggest that you contact one 
of the principle suppliers of thio- 
glycolate for further information. 
Names are being sent to you unde? 
separate cover. 


872: Color Shampoo Dyes 


Q. Would it be possible for you to 
supply us with the name of a 
manufacturer of dyes suitable for 
use in the new so-called color 
shampoos? L.A.C. Oregon 


A. The dyes most commonly used 
in color shampoos are the acid type 
such as are used in hair rinses. 
Among those most often used for 
this purpose are D&C Violet +1, 
FD&C Blue +1, D&C Black #1, 
FD&C Red #1 & 2, FD&C Yellow 
+1 D&C Brown #1, FD&C Yellow 
+5 & 6, among others. This group 
will give you something to work 
with. They must be in an acid 
media. 


873: Wrinkle Removing 


Q. We would be grateful for any 
information you can give us with 
regard to the chemical principles 
involved in temporary wrinkle re- 
mover creams and liquids. S.P.T. 
New York 


1. A rather expensive, recently test- 
ed, wrinkle remover liquid ap- 
peared to be nothing more than a 
perfumed gum mucilage whose 
pH was a bit on the acid side. 
Ordinarily astringents are consid- 
ered most useful for the purpose. 
Mild astringent salts are preferred 
and one of the best known ones is 
aluminum chlorohydrate. 
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Dr. Alexander Katz and Abraham Seldner 


California Essential Oil Development 


Oils produced experimentally under scientific auspices in last 


few years indicate the climate potentialities of California 


for a varied essential oil industry there . . . Other developments 


DR. ALEXANDER KATZ and ABRAHAM SELDNER* 


ROM 1941 to 1948 some promising work had been 
done on the cultivation of drug and associated 
economic plants under the auspices of the Cali- 
fornia State Department of Education and the Califor- 
nia Polytechnic School at San Luis Obispo. A record 
has been established which was published in the form 
of the proceedings of the conferences of December 1944 
and December 1947. The research laboratories of F. 
Ritter & Co. at Los Angeles, through the volunteer 
service they rendered and through close cooperation 
with Dr. Monroe C. Kidder and his staff, have had a 
great deal of experience with the essential oil phase of 
the project. 
We shall set down here more or less of a listing of the 
oils produced experimentally. What might have been 





°F. Ritter & Co. 
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of negligible interest in 1948 could gladden the heart 
of the harassed essential oil consumer of 1951. Projects 
like thymol from the California bay tree, which was set 
aside as uneconomical in 1947, might be revived under 
increasing pressure of coal tar derivative shortages. 


Imitation Maple Flavor Base 


One of the first successful experiences in the course 
of this work, with a product transplanted from a dis- 
tant native habitat, was the large scale cultivation of 
foenugreek seed. One hundred acres of this seed were 
raised and the extract made from this produced an 
imitation maple flavor base as good as that obtained 
from the Moroccan seed. A small amount of work was 
done on rose geranium oil. The plant grown here yielded 
0.90% of oil. No evaluation of this oil has yet been made. 
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Part of an 85 acre rue (ruta graveolens) planting at Arroyo Grande. 


Sweet basil oil received a great deal of attention and five 
acres were raised at McFarland in Kern County in 1947. 
his yielded 142 pounds of oil of very high linalool con- 
tent (61°) and eugenol content of 15%. Methyl chavi- 
col was present in small amounts only. Despite the high 
linalool content the steam-distilled oil had an objection- 
able odor, but removal of the terpenes provided an oil of 
excellent quality for spice use. 

Summer savory oil was obtained in a 0.50% yield or 
five times that of the European herb. The carvacrol con- 
tent was 25% as compared to 30% in the European oil. 
Removal of the first 179% gave an oil equal to the Euro- 
pean in taste and aroma. Here is an example of the po- 
tentialities of the California climate in essential oil pro- 
duction. Not only was the yield on steam distillation five 
times as great as usual but, as is typical of Southern 
California agriculture, two cuttings a year were possible. 
\t the market values of 1947 this would have meant a 
return of $127.50 per acre. 


Clary Sage and Oil of Rue 


A great deal of cultivation was carried out on the 
\rroyo Grande Mesa on the coast midway between Los 
\ngeles and San Francisco. The clary sage raised was 
improperly handled and yielded no oil, but the herb 
proved useful in the production of muscatel, vermouth 
and fernet wines. Oil of rue was distilled that contained 
only 25°, of methyl nonyl ketone. Interest in this oil 
was therefore low but it was considered as a possible 
source of the drug, rutin. Yucca Brevifolia, which is an 
abundant cactus of the Mojave Desert, has been treated 
to yield an extract valuable as an additive in liquid fer- 
tilizer and an ingredient of root beer flavors. Oil of spear- 
mint was produced in Kern County and the dried steam- 
distilled material met U.S.P. specifications. Its odor and 
taste were excellent. 

Work on Coriander in 1947 was inconclusive but in 
1949 a crop grown in San Diego County yielded an oil 
of high enough quality to warrant further cultivation. 
Che original oil was distilled with an appreciable 
amount of stems and weeds but at present a properly 
selected seed has given promise of a fine-quality oil. An 
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oil was distilled from the California pepper tree in 0.5% 
yields from fresh twigs and leaves. It had an ester num- 
ber of 48.7 and after acetylation 113.4. The oil had a 
distinct peppery odor. With today’s price of pepper, this 
is an item certainly worth further research. 


Labdanum 


Labdanum grown in California yielded a resinoid 
which was transparent, light in color and of excellent 
odor. As an adjunct to the vegetable industry, experi- 


Portion of an 85 acre field of rock rose at Arroyo Grande. 


mental distillations were run on low-germination celery 
seeds and siftings from seed processing. Good quality 
volatile oil was obtained in from 1.91 to 3.19% yield. 
Preliminary work on oil from siftings and low-germina- 
tion carrot seeds yielded 0.89% volatile oil. Parsley seed 
was handled similarly but the oil was not examined nor 
the yield reported. In 1947 caraway seed oil, with an 
estimated carvone content of 60 to 70%, was produced 
but the cost at that time limited further work. The 
steam-distilled oil was obtained in 2.2 to 3.7% yield as 
compared with 3.0% for Russian seed and 6.5% for the 
Danish and Dutch seed. As a by-product of the shingle 
industry in Los Angeles County, eucalyptus oil was dis- 
tilled from green shoots in yields of 1.15 to 1.25% and 
it had a cineol content of 67%. By removing a portion 
of the terpenes, an oil containing 70% cineol was ob- 
tained. Scarcity of the Australian oil might revive inter- 
est in this material. 


Palma Rosa Grass 


Dillweed raised in the Imperial Valley returned an oil 
of sufficient interest to warrant experimental use by a 
large San Diego pickle manufacturer. Production of this 
material continues. Palma rosa grass of Indian origii 
was planted in San Diego County in the fall and winter 
of 1947 and the small amount raised afforded promise. 
Vetivert root from Indian seed had an excellent odor but 
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enough for a distillation has not yet been grown. Pat- 
chouli raised in the San Joaquin Valley gave a good yield 
of oil per pound of herb but the yield of herb per acre 
made the item uneconomical. Tuberose, which was first 
found growing wild by General Fremont in the 1820's, 
was harvested wild in California in 1947 and yielded an 
oil of fine odor. There has not yet been any cultivation 
of the tuberose. 


Thymol 


The project that has had the most attention has been 
the production of thymol from California bay tree oil. 
R. S. Aries has worked out analyses of the oils and the 
chemistry and economics of its conversion to thymol. 
The ketone, umbellulone, was present in quantities of 
50 to 52%, cineol, 15%, and eugenol, | to 2%. The um- 
bellulone was isolated by fractionation and converted in 
an autoclave at 280° to thymol. Despite the excellent 
yields in this conversion and the relative ease of obtain- 
ing U.S.P. thymol, the high cost eliminated the bay tree 
as a source of this material. Study on the chemistry and 
economics olf to mentho 
plated but have not been started as yet. 

It has been shown possible to grow excellent crops of 


its conversion were contem- 





This cystus labdaniferus gave a high yield of oleoresin labdanum. 


pennyroyal and pogogyne in the wet fields of Mendocino 
County. Steam-distillation yields of 1.75 to 2% 
oils containing 85 and 83%, pulegone respectively. Kern 
County Japanese mint yielded 80 to 105 pounds of oil 
per acre and, under the conditions of cultivation, mil- 
dew control was excellent and oil quality high. Fifty 
pounds of sweet florence oil, containing 40% terpenes 
and over 50% anethol, were distilled and proven of 
value in spice formulations. The most recent crop dis- 
tilled was tarragon from Los Angeles County, from a 
crop grown in late 1950. The oil was of a very sweet 
character and contained over 70°; methyl chavicol. 

A factor that would require further study is the influ- 
ence of controllable and uncontrollable factors on the 
chemical constituents and physical constants of the oils. 


gave 
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In cases where lack of rainfall causes differences in com- 
position of the oil, the California irrigation potential 
can remedy the situation. But, California’s unusually 
wide temperature range (110° in the middle of a summer 
day and 60° the same night), which is held responsible for 
the small size of oranges, would have to be thoroughly 
studied for its effect on growing conditions and essential 
oil qualities. 

The project should be continued as it would benefit 
the grower, the consumer and the essential oil industry. 
Ihe six years of the program’s life have demonstrated 
definite potentialities for a varied essential oil industry 
in California and its continuance with the collaboration 
of industry could begin to show results within a rela- 
tively short period of time. 


Synthetics and Aromatic Chemicals 


Paralleling these developments in the west coast pro- 
duction of natural oils, there has been a fruitful research 
program in the synthesis of new aromatic chemicals, 
some of which have begun to find their way into perfume 
and flavor formulations. A number also warrant further 
consideration as the problem of shortages mounts during 
the present emergency. In the last four years the research 
program in synthetics has produced over a score of new 
chemicals valuable in the production of synthetic flavors. 
An intense grape character is imparted by cinnamy|] an- 
thranilate. A chemical found to be present in the amount 
of one gram per ton of Hawaiian pineapple, methyl 
beta methyl thiolpropionate, has been synthesized and 
used in pineapple ester blends along with allyl and ethy! 
hexadienoates and allyl phenoxyacetate. 2-Alpha_ phe- 
nethyl 1,3 dioxolane possesses a strong mushroom note; 
furfuralacetone is grape with cinnamon overtones; ally! 
undecylate reminds one of cocoanut and _ pelargonyl 
piperidine has the pungency of pepper. As yet unpub- 
lished is the work on neoindol, a new indol and civet-like 


Close-up in 22 acre plantation of vetivert zizanoids from India 
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Plants in the foreground are lemongrass in San Diego County, Cali- 





fornia. The rows just back of these are French marjoram (origa- 


num majoranoides). Dr. Monroe C. Kidder, director of the entire 
project from its inception to its present form of development, is in 
the center. He is an authority in this field of pioneering develop- 
ment in the United States. 


material, a heliotropine substitute independent of na- 
tural oils, a powerful sweetening agent reminiscent of 
strawberry aldehyde and anise. An ester of violet leaf 
character similar to methyl heptine carbonate, but more 
economical, has been synthesized as well as several other 
aromatics that have outstanding possibilities. 

We are indebted to Dr. Monroe C. Kidder, director of 
the state’s project, for personal collaboration and also 
for records of the proceedings of conferences on the culti- 
vation of drug and associated economic plants in Califor- 
nia. These, plus laboratory files of F. Ritter & Co. have 
supplied the information used. The project has not been 
limited to essential oils but has done extensive work on 
natural drugs, tanning agents, tobacco, and other bo- 
tanicals important to our economy. 


Changes in Market Distribution 
and Living Habits 


HANGES in market distribution and living habits 

are indicated by preliminary figures based on the 
1950 census. These changes include an unprecedented 
number of marriages, an increase in the number of 
family units accompanied by a decrease in their size, a 
continuation towards urbanization, a rise in living 
standards, and higher school enrollment figures. A 
thriving economy resulted in widespread home-owner- 
ship and a high birth rate. 

Another unprecedented fact brought out is that 
females outnumber males 100 to 89.1. The Census Bu- 
reau believes that a reduction in immigration, tradition- 
ally largely male, is responsible. However, males out- 
number females among children under 10. Despite a 
population increase from 131,600,000 in the 1940 census 
to 150,700,000 in the 1950 census, the number of white 
foreign born decreased from 11,400,000 to 10,100,000, a 
drop of 11.1 per cent. 

The rate of increase, marriage and household forma- 
tion trends of non-whites are very much similar to 
those of whites. However, their school enrollment is 
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still lower, and they are more stationary. Of the popula- 
tion as a whole, over one-sixth moved within the one 
year period from April 1, 1949 to April 1, 1950. How- 
ever, around two-thirds of these didn’t move out of 
their county. 

The increase in family units is partly explained by a 
23.9 per cent increase over the ten year period in the 
number of married couples. Family units increased 21.7 
per cent over the ten year period, totaling 43,500,000. 
Such family units include not only married couples— 
these constituted 78 per cent of this number—but also 
other groups, households, or individuals. The size of 
the average family unit declined from 3.3 to 3.1 per- 
sons. Of these, 70 per cent had private baths and flush 
toilets. Homeowners outnumbered renters. 

The number of married couples set a new record by 
increasing 24 per cent, adding up to 35,300,000, or ap- 





Part of field of rose geranium (pelargonium denticulatum) 


proximately two-thirds of the population over 14 years 
old. Significantly, there was a 39.3 per cent increase in 
the number of children ten years old or less. The num- 
ber of children below, increased approximately 55 per 
cent, adding up to 16,300,000; the 5-10 age group in- 
creased 23.9 per cent, totaling 13,200,000. 

Almost two-thirds of the 150,700,000 American popu- 
lation live in urban centers, while less than half of the 
remainder are actually agrarian. 

The 55-75 age group now numbers 14,300,000, an in- 
crease of 30 per ceni; those over 75 number 3,800,000, 
a 45 per cent increase. Improvements in medical tech- 
niques are held responsible. 

“Enthusiasm is a combination of energy and emotion. 
It is intense emotion which produces a deep impression 
on customers and arouses their interest. It is easier for a 
buyer to listen to enthusiastic salesmen than to think of 
other things.” —P. V. Ivey. 


“When there is irritation in the mind of any sales 
executive, I know of no soothing lotion so effective as an 
outstanding promotion.””—Lionel B. Moses. 
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The good taste and refinement in the well appointed reception rooms of the beauty salons operated by Meta Rose Products Co. are evi- 
5 


dence 


of the high character of the service 


rendered to colored women. 


ell to the Growing Negro Market 


Over 14 million Negroes with an annual income of 12 billion dollars 


proportionately spend more for personal care than whites. . . 


How and why Negro assistance can help overcome sales obstacles 


ALBERT WOODRUFF GRAY 


N the center of the negro business world of New 

York, a cosmetic business was organized in 1944 by 

two young women with a capital of $10,000 in cash, 
$40,000 in credit and “To glorify the 
woman of color.”” Two years later this firm did a busi- 
ness of $150,000 with a net profit of $35,000. 

The aim of the proprietors of this Rose Meta House 
cf Beauty is not a modification of the cosmetic scheme 
of the white woman but the creation of one essentially 
adapted to the beauty of the colored woman. 

Moving three years later to more spacious and bet- 
ter equipped quarters on 125th St. New York City this 
firm was in 1950 operating a chain of beauty shops, 
with 300 employees and annual receipts of $3,000,000, 
not only in American cities but in Liberia, British 


the slogan, 
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Guiana, Jamaica and Puerto Rico—the biggest negro 
owned beauty parlor organization in the world. 

“Eventually,” said cne of the proprietors, a univer- 
sity graduate with a master of arts degree from New 
York University, “‘we plan outlets in Mexico and Latin 
America. Our market is the woman of color.” 

There are other cutstanding Negro owned and oper- 
ated enterprises in the cosmetic and toilet preparations 
field. Apex News & Hair Co. Inc., Atlantic City, N. J., 
which is the largest concern manufacturing cosmetics 
exclusively for colored people, does a very substantial 
business. Another one is the C. J. Walker Mfg. Co. Inc. 
of Indianapolis, Ind., which succeeded so well that 
around 1927 it erected a million dollar building where 
its headquarters are now located. Still another is the 
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Modern techniques and carefully formulated 
cosmetics are employed by trained operators 
to insure the best of service to colored 


women. Left. 


Advice on the proper use of cosmetics is 
freely offered to colored women who call 
at any of the salons of Meta Rose. Right. 


Poro Co. of Chicago, Il. This company was founded in 
St. Louis, Mo. by Mrs. Annie H. Malone about 1905. 
Later the company moved to Chicago. Originally these 
companies directed their efforts exclusively to prepara- 
tions for the hair and scalp. Later they manufactured 
and marketed complete lines of cosmetics such as face 
creams, powders, dentifrices, lipsticks, rouges, etc. In 
1920 Mrs. Malone was reputed to be earning better than 
$20,000 per year and in 1927 paid an income tax of 
$40,000. She erected Poro*College in St. Louis to train 
beauty operators in her system for treating the hair and 
scalp. Later she transferred her operations to Chicago. 

Back about 30 years ago in Memphis, Tenn., which 
has a large colored population, colored women couldn't 
satisfactorily use the face powders then on the market. 
So Abe Plough, a druggist in Memphis, conceived the 
idea of blending face powder especially for colored 
women. This was the start of the now famous Black and 
White lines of toiletries and the nucleus for Plough 
Inc. whose stock is listed on the New York Stock Ex- 
change. 

Today there is hardly a Negro community of any size 
where there isn't some local enterprise handling a group 
of toiletry products for the use of colored people. ‘The 
House of Wingate in Philadelphia, Pa., operates a sub- 
stantial beauty and barber supply business. A fleet of 
trucks is constantly going up and down the Eastern Sea- 
board to service its customers. Charles D. Murray Sr., 
who was a barber, embarked in the business of supplying 
a hair pomade for colored people about 1926. Today 
his business has grown into the thriving concern known 
as Murray’s Superior Products Co. with headquarters 
in Chicago. 


Migration Northward 


As a consequence of the two World Wars and the 
expansion of war industries during those periods, the 
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Negroes of the southern states m:grated north to New 
York, Chicago, Detroit, Philadelphia and other urban 
industrial centers. During the twenty years from 1910 
to 1930 the number thus moving into the nerthern 
cities has been estimated at a million and a half to two 
million. 

In addition to this population shift to the north war 
time employment gathered these thousands of Negro 
workers from the rural districts into the cities, reducing 
the Negro farm population by a third. 

In 1900 the Negro population of Chicago was 30,000. 
By 1940 it had increased to 277,000. In 1947 the non- 
white population was estimated at approximately 
150,000. Thus in the large centers there developed 
districts such as Harlem in New York where migrating 
Negroes located and have established their own business 
and social groups and organizations. 

The Negro population of the country today is con- 
servatively estimated to be 15,000,000. The aggregate 
income according to research surveys made by Afro- 
American newspapers in 1945 and Interstate United 
Newspapers in 1946 is estimated at ten billion dollars. 
This amount was computed from surveys made in thirty 
of the larger cities of the country and this sum is modi- 
fied by the added comment that the true figure is prob- 
ably an annual income at least 20 per cent greater. So 
a twelve billion dollar annual income is more likely. 

Of the 15,000,000 Negro population approximately 
65 per cent. is urban. Along with the expansion in pop- 
ulation there has been a tremendous increase in the 
economic level and also, it might be added, in the 
cultural level. Actually there are more colored students 
in colleges in the United States than there are total stu- 
dents in all of the colleges of Great Britain. The C. I. O. 
and other labor unions have done much to raise the 
economic position of Negroes. In fact most of the larger 
unions have Negroes on their boards of directors. 

An important feature of this situation in its relation 
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to the toilet preparations market is that a higher per- 
centage of negro married women is employed in this 


country than of white 


married women. Of negro 
women, according to a 1950 Bureau of Census report, 
38.7 percent of those who have been or are married 
are now a part of the country’s labor market, while 
among the married white women this ratio drops to 
24.3 percent. 

Of the characteristics of this twelve billion dollar 
market Robert Kinzer and Edward Sagarin in ‘The 
Negro in American Business,” make the interesting 
observation that its outstanding feature is that it differs 
but little from the American white market. The prod- 
ucts it buys are, with a few exceptions hardly worthy 
of mention, as differing from those bought by any other 
group of Americans. 


How to Meet Unusual Sales Problem 


The selling in this market, however, because of un- 
fortunate misunderstandings and the sensitiveness ol 
the Negro consumer to offense, presents a difficult prob- 
for large 
which Negro talent and assistance can aid immeasurably 


lem most American business organizations 
in solving. 
The whole question may be solved by using media 
especially directed to this market and the employment 
of personnel which has a working knowledge of it. This 
media includes approximately 1,000,000 A. B. C. Negro 
newspaper circulation plus an additional 600,000 
\. B. C. Negro magazine coverage. 

It is a significant fact that the companies which have 
utilized these media show, by available statistics, an 
overwhelming percentage of leadership in the Negro 
market. For example, Colgate dental cream as shown 
by the Memphis Commercial Appeal Press-Scimitar sur- 
vey shows a Negro preference of 2 to 1 over whites. In 
the case of Nix deodorant the Negro preference was 
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46.36 per cent, while that for whites was 0.7 per cent. 

Black and White face powder, which leads sales in 
that classification, showed an 18.5 per cent preference 
among colored people to zero for white people. 

The experience of Noxzema, Colgate and the Gode- 
froy Mfg. Co. which have used these newspapers especial- 
ly published for Negroes is convincing evidence of the 
wisdom of reaching this market through such media. 
The Godefroy Mfg. Co. (Larieuse Hair Dye) has suc- 
cessfully utilized these newspapers for approximately 30 
years. This account, incidentally, is handled by the Gard- 
ner Advertising Co., a 4A advertising agency. 

This experience of national advertisers is also true 
with Negro magazines—because statistics show that gen- 
eral magazines have relatively little circulation among 
colored people. 

One industrial official said of this situation, that if 
a company can have an export manager or vice-president 
in charge of export markets he could see ample reason 
for having a vice-president in charge of Negro market 
operations. “Certainly our export markets as they now 
stand nowhere match the size of the American Negro 
market. We get our money back easily in the Negro 
market and substantially raise the level of our economy 
at the same time.” 

According to the United States Bureau of Labor 
Statistics the Negro consumer expenditures for beauty 
and barber shop services are frequently higher among 
the Negro than white families; in Atlanta, Ga., this 
average in the $1000 to $1500 income group was $16.20 
for the Negroes compared to $13.20 for the whites. 

In a study financed by the Carnegie Corporation ol 
the cosmetic market among the Negro population of 
the country the comment is made that, “The potential 
market for various items of personal care is much 
greater in the case of negroes than of whites.” 

In a survey of the buying attitudes of the Negro 
market, Washington, D.C. was selected as a city in 
which the negroes were of all classes, occupations and 





Although the beauty salon is frequently patronized countless 


colored women regularly use various cosmetics in their homes 
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cultural levels. The Negro population in this city rep- 
resents 30 per cent. or better of the total population, 
between four and five times the Negro proportion of 
the population of New York and is approximately 40,- 
000 families. 

In this Negro population of Washington 100 per 
cent. of all homes buy toilet soap. About 39 per cent. 
of the public school enrollment in the District of Col- 
umbia is colored. A comparatively high Negro public 
school enrollment is also true in other urban U. S. com- 
munities. This points up the obvious opportunities 
alone existing in the Negro teen-age market. 


Where They Buy Cosmetics 


Che buying of cosmetics, soaps and perfumes is made 
by 71.7 percent at drug stores and by 23.2 percent at 
independent stores. Department store buying is more 
characteristic of those in the higher income group 
while those with the lower incomes more frequently 
restrict their buying to chain stores. 

Liquid shampoo is used by approximately a third 
of these families, varying from 48 percent in families 
paying rent of $30 to $40 a month to 22 percent in 
those paying $40 to $50 a month. 

Che eftect of the two World Wars on the employ- 
ment level of the Negro women workers is a note- 
worthy feature in the proper appraisement of this 
toilet preparations market. Of 252 plants employing 
100,000 of such workers at the present time 20 percent 
are skilled and 30 percent are rated semi-skilled, while 
in 40 percent of these plants these women are engaged 
in technical, professional and supervisory work. 

Before World War II less than 15,000 negroes instead 
of the present 100,000 were on the payrolls of these 
plants and only 28 instead of 100 of the plants reported 
the employment of Negro women in skilled jobs. 


Change in Working and Social Status 


This change in the working and social status of the 
Negro population has been screened from the cosmetic 
market by the bewildering changes consequent upon 
World War II. The advance of the Negro consumer 
during those years has however continued and with 
that advance has come a marketing opportunity for 
the industry that even now is still somewhat beclouded 
by a lack of familiarity and unaccustomed conditions. 

“Only 85 years ago I suppose it would have been 
an exaggeration to say that one Negro out of a thou- 
sand could read and write—at least with any facility,” 
wrote General Eisenhower last year. “And yet, look at 
them today. In 85 years Negroes have come far. What 
will they be saying about the Negro race in the year 
2,000? We will just say they are Americans, because 
that is what we all are.” 


Difficult Period for Planning 


IE most difficult period for planning is with us today 

—the most difficult ever faced by executives in both 
rovernment and business. We don’t know definitely 
whether there will be all-out war or merely a gradual 
preparation against possible war; whether there will be 
continuing shortages or whether we shall expand pro- 
duction to such an extent that we can have both guns 
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and butter, and no lasting shortages of either; whether 
we will have a long-time sellers’ market or will be back 
very soon to a buyers’ market. 

The company executive is faced with picking the best 
calculated risk among several alternatives, and it would 
seem that the soundest assumptions would be that mobil- 
ization will be gradual rather than complete, that pro- 
duction will be increased, that over the coming three 
years there is greater likelihood of a buyers’ market than 
a sellers’ market.—Sales Management. 


Packaging Standards 
O insure that all of its merchandise reaches the con- 
sumer in perfect condition, all phases of packaging 
of the American Home Products Corp. must be set up 
to meet these standards: 

1. The package must have consumer acceptance. 

2. The material must be readily procurable in the 
current market. 

3. The package must protect the contents so that it 
is a readily saleable unit by the ultimate dealer. 

4. It must conform to slack-fill laws and the labels 
to pure food cosmetic and drug regulations. 

5. The package must lend itself to efficient operation 
on equipment in the plant where it will be produced. 

6. A simple unit, such as a shelf container, must be 
so sized as to make for a minimum amount of handling 
in our warehouses and wholesalers’ warehouses, where 
the master case may be broken down into smaller units. 

7. The master case must be in units in conformity 
with the freight channels in which it will travel. 

8. The master case must be so designed that it can 
travel safel in any of the recognized channels of 
transportation running the gauntlet from carload ship- 
ments to parcel post. 

The foregoing standards outlined some time ago 
by John A. Warren, package consultant to the company 
have proved their worth. About 95° of its packages 
are consumer packages. Packaging costs run from 7% 
of the selling price up to 85% of the selling price. 





“No, madam, I’m not selling vacuum cleaners!” 
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Dr. L. Hoejenbos 


L-THOUGH the hyacinth, as well as the tulip, 

characterize a goodly portion of the flower fields 

of Holland, neither flower is indigenous to this 
country. The finest hyacinth varieties available from the 
experimental gardens of Southern France were imported 
for further improvement on Dutch soil. The subsequent 
cultivation led eventually to the isolation by us of an 
acceptable absolute of hyacinth. 

Hitherto, littlke was known about the physical con- 
stants and chemical composition of the hyacinth oil. 
Enklaar’s incomplete characterization (2) probably 
stemmed from an inadequate supply of the raw material. 
Fortunately, the Amersfoort (Holland) plant of Polak’s 
Frutal Works, is only an hour’s drive from the center of 
the hyacinth fields. This proximity to vast quantities of 
the freshly matured flowers permitted the active prosecu- 
tion of the research described in this paper. 


Experimental 


Note: All temperatures are recorded in degrees centi- 
grade. 

Extraction:—The basic extraction of the stripped flow- 
ers was effected with three successive portions of petro- 
leum ether. After distilling off the solvent, a clear, brown 
solid remained, identical with the hyacinth concrete of 
commerce. Since the wax and paraffin constituents are of 
little import to perfumery, the concrete was converted in 

~ ® Dr. Hoejenbos is managing director of Polaks Frutal Works, N. V. 


Amersfoort, Holland, and Dr. Coppens, now deceased, was formerly 
research director of that company. 


(1) Revised bv Dr. S. M. Spatz, chief chemist Polak’s Frutal Works. Inc.. 
Middletown, N.Y., from article appearing in Rec. trav. chim., 50, 708 
(1931). 

(2) Enklaar, Chem. Weekblad, 7, 1 (1909). ; 

(3) A relatively slight saponification ot hydrolyzed esters also occurs which 
probably accounts for some of the free acids. 
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A Study of 
Hyacinth 


Absolute’ 


(Part I) 


Important new data revealed by study of physi- 
cal and chemical constitution of the natural 


floral absolute by research scientists in Holland 


DR. L. HOEJENBOS and DR. A. COPPENS* 


the usual manner to the absolute. The latter, possessing 
a very natural hyacinth odor, was unsuitable for research 
purposes because it still contained some paraffins and 
waxes. To obtain the oderiferous components in the 
most concentrated form, the absolute was steam distilled 
in vacuo. The essential oil obtained thereby was used for 
our investigations. 

The constants of the essential oil of hyacinth are pre- 
sented in Table I. 


Table I: Some Constants of Hyacinth Oil. 


Specific Gravity (15°/4°) 1.0423 
Np20 1.4981 
[x Jo™ —0° 12 
Acid value 3 

Ester value 143 
Ester value after acetylation 272 


Examination of the oil by fractional distillation is 
described. in the second paper of this series. For this 
study, a chemical separation was preferred, which suc- 
cessfully resolved the oil into various chemical groups: 
alcohols, lactones, phenols, acids, esters, and N-contain- 
ing components. 


I. Phenols, Free Acids and Lactones 


A sample of the oil was agitated briefly with 3% caus- 
tic, which readily dissolved the free acids, phenols, and 
lactones.* After washing thrice with ether, saturation 
with carbon dioxide liberated the free phenols. A 
Schotten-Baumann benzoylation of the latter gave, sub- 
sequent to several recrystallizations, a compound melt- 
ing at 69-70°, which was identified as eugenyl benzoate 
by the method of mixed melting points. Thus, the pres- 
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A field of cultivated hyacinth in Holland. The flower is a native of Syria and other parts of western Asia from which it was imported 
to southern France and later to Holland for further development on Dutch soil. 
by the authors of an acceptable absolute of hyacinth. 


ence of eugenol in hyacinth oil was clearly established. 
Ihe presence of other phenols was not ascertainable. 

Acidification of the alkaline filtrate yielded the free 
acids, which were extracted with ether. After removing 
the solvent, treatment of the acidic oil with aqueous 
sodium carbonate (to dissolve the free acids) failed to 
reveal the presence of detectable amounts of lactones. 

The acids were converted in the usual way to a mix- 
ture of anilides, which, after repeated recrystallization, 
yielded one product melting at 160-° and another at 
114°. These derivatives identified the original acids as 
benzoic and acetic acids. 


II. Aldehydes. 


The oil, now free of phenols and acids, was agitated at 
length with a 30% sodium bisulfite solution. The addi- 
tion of a little ethanol facilitated formation of a solid 
bisulfite compound. The latter was dried, washed with 
benzene and ether to remove the neutral oils, and then 
suspended in water. Decomposition with 10°% caustic 
solution in presence of ether ultimately yielded the free 
the odor of aldehyde pro- 
nounced. The presence of this aldehyde was confirmed 
through the phenylhydrazone derivative (m.pt., 167-8°). 

Since the presence of other aldehydes was suspected, 
examination of a part of the crude aldehyde with moist 
silver oxide was effected. The resulting acidic mixture 
was separated by fractional distillation into two acids; 
one melted at 130-131 (cinnamic acid) and the other at 

120-121° (benzoic acid). Obviously, benzaldehyde and 
cinnamic aldehyde are present in hyacinth oil. 


aldehydes; cinnamic was 
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The subsequent cultivation led eventually to the isolation 


It is of interest to note that no trace of phenylacetalde- 
hyde could be established. Yet, it has been generally 
accepted that this substance constitutes the principal 
vehicle of the hyacinth odor. 


Ill. Free Alcohols and Esters. 


The oil remaining after the caustic and bisulfitic ex- 
tractions was treated with a minimum amount of alco- 
holic potash. After stripping off the alcohol, the residue 
was diluted with water. The oil was separated and the 
aqueous, alkaline layer washed several times with ether. 


Ill A. Acids Derived from Esters. 


The aqueous, alkaline layer was acidified with dilute 
sulfuric acid, and extracted with ether. Removal of the 
ether left a semi-solid residue. The liquid portion was 
primarily acetic acid, identified through its anilide 
(m.pt., 113-114°). 

The solid portion, recrystallized several times, 
identified by m.pt. (101-2°) and elementary analysis as 
o-methoxybenzoic acid. 

Anal. Calcd. for C,H,O.,: C, 63.16; H, ! 
Found: C, 63.49, 63.45; H, 5.54, 5.25. 

The acidified hydrolysate, after removal of the acetic 
and o-methoxybenzoic acids, was neutralized carefully 
to yield N-methylanthranilic acid, identified by mixed 
m.pt. (178-179°) with authentic N-methylanthranilic 
acid. Ie therefore, appears that esters of acetic, ° - meth- 
oxybenzoic and N-methylanthranilic acids are present in 
the oil of hyacinth. 


was 


ny ».29, 
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ll B. The Alcohols. 


The neutral oil and ether washes from the saponifica- 
tion were combined, and ether removed. Distillation of 
the dark brown residue through a Widmer column gave 
the following fractions: 


|. B.pt. range, 89-100° at 16mm. 
2. B.pt. range, 100.5-101.5° at 15 mm. 

3. B.pt. range, 105-115° at 14 mm. 

!. B.pt. range, 128-139° at 14 mm. 

From these fractions the isolation of primary alcohols 
was effected, where possible, through phthalation, and 
the identification established by means of the phenylure- 
thane, or diphenylureth: ine derivatives. 

From fraction l, a phenylureth: ine, melting at 45-47 
was isolated in a quantity insufficient for further purifi- 
cation. A mixture with an authentic phenylurethane of 
n-heptyl alcohol (m.pt., 59-60°) melted at 48-52 

Fraction 2 was phthalated to yield benzyl acid phtha- 
late, melting at 106°. Hence, hyacinth absolute contains 
benzyl alcohol, free and/or in ester form. 

Chat portion of fraction 2, not reacting with phthalic 
anhydride, yielded a solid substance on cooling. Several 
alcoholic recrystallizations yielded colorless platelets, 
melting at 56-57°. The compound, identical with an 
authentic specimen of dimethyl ether of hydroquinone, 
has never been found, to our best knowledge, in an essen- 
tial oil. 

From fraction 3, after phthalation, separation of the 
primary alcohols and derivatization, there were obtained 
the diphenylurethane of phenylethyl alcohol (m.pt., 
98.5-99.5°) and the diphenylurethane of benzyl alcohol 
(m.p.t., 109.8-110.4°). Therefore, oil of hyacinth also con- 
tains phenylethyl alcohol. 

That part of fraction 4 boiling at 135-7° at 14 mm 
was essentially a pure substance; it was identified by melt- 
ing point, boiling point, derivatization and other proper- 
ties as cinnamyl alcohol. The diphenylurethane melted 
at 103.5-104° in contrast to the literature value of 97-98°. 
The discrepancy was clarified by the observation that the 
lower melting form (prepared by the method in the liter- 
ature) was readily converted on heating to 97-98° to the 
more stable form, which melted at 103.5-104° 

That part of fraction 4 not treated with phthalic any- 
dride was refractionated. The main fraction had the fol- 
lowing properties: sp.gr. 1°/,;, 1.043; Np*°, 1.5317; b.pt., 
132-4° at 13 mm. These properties are characteristic of 
methyl eugenol. Identification was completed by oxida- 
tion to veratric acid (m.pt. 179-181°) and mixed m.pt. 
comparison of the latter with an authentic specimen pre- 
pared by the oxidation of methylvanillin. 


Summary 


Hyacinth absolute was demonstrated to contain the 
‘ollowing acids, present in the form of esters: acetic, 
benzoic, o-methoxybenzoic <nd NI-methy!anthranilic 
acids. 

Ihe presence of the following alcohols, either free o1 
in ester form was also demonstrated: heptyl (not certain), 
benzyl, cinnamyl and phenylethyl! alcohols. 

One phenol (eugenol), two aldehydes (cinnamic and 
benzaldehyde) and the dimethy! ether of hydroquinone 
were also isolated. 
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No detectable quantity of lactonic material could be 
isolated. 


If You Go to Washington 


r you plan to go to Washington this may be one of the 
most useful things to know: It sometimes takes half an 
hour to te'ephone an agency connected with Defense. 
You must not try to phone one of them from a pay sta- 
tion. Even if you don’t get a busy signal, you're likely to 
be shunted about from person-to-person, office-to-office 
until, at some point, the dial tone tells you that you've 
been cut off. NPA is on the Commerce telephone line so 
that calling Commerce is also arduous. 

Che hotels with most prestige generally won’t put you 
up unless you’ve given advance notice. However, there 
have usually been available rocms in the hotels that 
aren't quite first class.—Sales Management. 


Family Spending Patterns 
URRENT spending patterns for three types of fami- 
lies as outlined by the Research Department of Mac- 

fadden Publications show that the wage earners con- 
tinue to hold the greatest amount of discretionary spend- 
ing power: 





Wage White 
Executive Earner Collar 
Income $25,000 $4050 $3900 
SRR sinks ae dace ae et $5625 $ 211 $ 182 
DRIED ia wre Gra’e pier ntaraiels 2100 1170 1100 
CE hiec cece mcd ees 1750 600 675 
Shelter (Incl. Fuel, Elec- 
oe eee 3600 520 575 
eee 2500 150 300 
Medical, Dental ........ 360 110 135 
RII Sicsc werner eee 2650 10 75 
Contributions .......... 600 80 100 
SURO MEIN 2 Kaa wad aer bie wad 1820 ia v3 
Dues & Assessments ..... 1200 35 25 
Housefurnishings ....... 450 83 90 
Personal Care... 06.555 230 72 83 
Transportation ......... 500 300 350 
$23,385 $3341 $3690 


Available for: 
Social Overhead, Recreation, Travel, Durable Goods, 
meee Savings, etc. 


$1615-6.5%  $709—17.5% 


$210—5.4' 


How is Your Income? 


HE National Industrial Conference Board made an 

interesting study of personal income and purchasing 
power, with emphasis on what’s left after taxes and infla- 
tion, 1940 and 1950. 

A man with a $10,000 income, with a wife and two 
hildren, paid $440 in taxes of the $10,000 income in 
1940, and had $9560 left. Today, in order to equal his 
1940 purchasing power, he would have to have an in- 
come of $19,801, since $4056 would be grabbed off in 
taxes and $6185 would be lost from depreciation of the 
lollar. 

For other income classifications the comparative fig- 
ures are: $3000 and $5446; $5000 and $9356; $25,000 
ind $59,016.—Sales Management. 
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Your Reputation 


EMEMBER you can lose your reputation once. It 

takes a lifetime to make a reputation and only one 
season to destroy it. It is always better to lose a sale than 
to make a sale and lose a customer. 

I believe brand name manufacturers have a great ob- 
ligation to their retail customers. If, in order to keep up 
volume and keep down prices they sell their retail cus- 
tomers lower grade products, they are doing them a 
great injustice. They will carry them down with them 
when the period of readjustment comes.—Michael Daroff 


Executives’ Easy Task 


XECUTIVES are a fortunate lot, for, as everyone 
knows, an executive has nothing to do—that is, 
excepting: 

To decide what is to be done; to listen to reasons 
why it should not be done, why it should be done by 
somebody else, or why it should be done in a different 
way; and to prepare arguments in rebuttal that will be 
convincing and conclusive. 

To follow up to see if the thing has been done; to 
discover that it has been done incorrectly; to point out 
how it should be done; to conclude that anyway as 
long as it has been done it might as well stay as it is. 

To wonder if it is not time to get rid of the person 
who cannot do a thing correctly; to reflect that, in all 
probability, a successor would be just as bad or perhaps 
even worse. 

To consider how much more simply and better the 
thing would have been done had he done it himself in 
the first place. 

To reflect satisfactorily that, if he had done it him- 
self, he would have been able to do it right in 20 min- 
utes, and that, as things turned out, he himself spent 
two days trying to find out why it was that it had taken 
somebody else three weeks to do it wrong. 

And to realize that such an idea would have a very 
demoralizing effect on the organization, because it would 
strike at the very foundation of the belief of all employes 
that an executive has nothing to do. 


Secretary Has Nothing to Do 


SECRETARY is, of course, a girl who hasn’t the 

ability to do an executive job. All she has to do is 
answer the telephone, take down letters in shorthand, 
and type them out neatly for her boss. All, that is, 
excepting: 

To know: which personal letters are not personal at 
all, what is in them if they are, and whether to remind 
him about a certain appointment which she is not sup- 
posed to have seen. 

How to make someone whose appointment he has 
broken feel it is their fault, not his. And when he fixes 
an appointment a long way ahead to remember to re- 
mind him when the time comes that he doesn’t want to 
keep it. 

To look: nice enough to be easy on his eyes, but not 
snazzy enough to disturb his wife; pleasant enough to 
be able to keep people away from his office, but not so 
pleasant that she brings them in. 

To realize: how often she can ask him to repeat a 
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phrase she did not hear, and whether, if she heard it 
right, she ought to alter it to good grammar, or whether 
to cut out the ceremony and write the letter herself. 

To manage: to fill in the forms he can’t understand, 
remember his wife’s birthday, keep his expense sheet, 
know in which pocket he has filed a vital letter, fix his 
traveling arrangements, check every figure and date in 
all his letters. 

... And generally to see that his genius is not stifled 
by any executive work.—London Daily Express. 


Point of Purchase Help 


HAT manufacturers should give retailers to make 

point of purchase advertising more effective as 
outlined at the Point of Purchase Advertising Institute 
symposium follows: 

1. Pretesting with retailers before quantity produc- 
tion. 

2. Simplicity of art and copy. 

3. A 50-50 division on whether displays should be 
permanent or short-lived. Most of the retailers who use 
outdoor displays wanted permanent fixtures, while re- 
tailers who depend on indoor displays favored less ex- 
pensive and more easily changed fixtures. 

4. Greater use of displays that enable customers to 
handle products. In this connection, it was pointed out 
that experience has demonstrated that unless displays 
help to make goods readily accessible to customers, the 
effectiveness of the displays is materially lessened. 


10 Commandments for Salesmen 


HE following ten commandments written by John 

W. Thompson of the merchandising department of 
Armour & Co. are culled from the experience of a 
trained purchasing agent. 

1. Thou shalt be optimistic. Don’t tell me your trou- 
bles. Tell me how to increase my sales and profits by 
selling your products. 

2. Thou shalt be enthusiastic. “Sell” me on the 
products you want me to buy. 

3. Thou shalt be informed. Know your items. Know 
your prices. Know your weights and packs. Know your 
shipping schedules. 

1. Thou shalt be low pressure. High binders are my 
pet peeve. Tell your sales story sincerely. 

5. Thou shalt value my time. Describe your wares 
briefly. Don’t shower me with small talk. Flattery will 
get you nowhere. 

6. Thou shalt be truthful. Don’t promise me the 
world. Do promise me a telephone call when you can’t 
make delivery. 

7. Thou shalt be agreeable. Don’t argue with me. 
Don’t anger me. Convince me. Don’t confuse me. 

8. Thou shalt tell me about your advertising. Tip 
me off on when to tie in. Help me build mass and shelf 
displays—reinforced with point of sale materials. 

9. Thou shalt check my inventory. Don’t let me run 
short of product. Know which items sell in my store. 
Don’t sell me “shelf warmers.” 

10. Thou shalt show me samples and tell me first 
how much I'll make selling your item. Then tell me 
what it costs. 
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Baby Toiletries Demand Expands 


Over 3,500,000 babies born yearly constitute a large unsatu- 


rated demand for toiletries. . . 


how they are merchandized. . 


. What products are used and 


. Special toiletries favored* 


PETER B. B. ANDREWSt 


NUMBER of factors have combined to expand 

the market for baby toiletries to an unprece- 

dented height, with prospects of new records be- 
ing established for 1951. 

Ihe tremendous recent and prospective birth rate is, 
of course, the basic underlying factor, but much growth 
in this field also is attributable to the excellent educa- 
tional job done by manufacturers, wholesalers, and re- 
tailers on the need for special products indicated par- 
ticularly for babies. 

Baby toiletries of the conventional type include baby 
powder, lotion, oil, soap, talc, brushes, soft washcloths, 
cotton swabs, and creams. There is an increasing ten- 
dency tor mothers to buy special soaps and creams 
for their babies. Through advertising their baby prod- 
ucts in publications among doctors, nurses, druggists, 
and mothers, the trade has done much to inculcate the 
thought that the baby needs a special soap and cream as 
well as a special powder for his sensitive skin. 

Modern rubber baby-pants covers, while relatively 
leakproof, also tend to reduce ventilation and evapora- 
tion, with the result that diaper odor and diaper rash 
are widely prevalent and receive frequent treatment 
from attentive mothers. 


Sales of Baby Powder and Oil 


Because of the medical atmosphere of these special 
baby products, some of which contain antiseptics, they 
enjoy a heavily preponderant sale in drugstores; in the 
aggregate, more than three-quarters of such sales are 
made in drugstores. In 1950, baby-powder sales exceeded 
$10,000,000, compared with approximately $9,250,000 in 
1949, and about 77 per cent of this business was done in 
drugstores. 

Sales of baby oil in 1950 approximated $7,000,000, 
compared with about $6,500,000 in 1949, with about 
85 per cent of this business having been done in drug- 
stores. Baby lotions, designed to soothe, cleanse, lubri- 
cate, and protect delicate skin, reached approximately 
a $6,200,000 total, compared with about $5,900,000 in 
1949. About 82 per cent of this business was done in 
drugstores. 

Attractively packaged gift sets, which combine the 
various types of baby items, have contributed to sales 
expansion. A basic layette includes a tray which holds 
baby cream, baby soap, baby oil, baby powder, absorbent 
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mM aed 
The delicate skin of millions of chubby babies like this one 
is constantly in need of proper care that cosmetics can give. 


cotton, and applicator swabs. 

The national birth rate is running in excess of 3,500,- 
000 babies yearly. 

A significant factor in the baby supplies market is 
the declining infant mortality rate—and it is expected 
to continue downward as a result of the wider use of 
antibiotics, increased hospitalization, improved infant 
care programs, and a generally higher standard of liv- 
ing for a greater part of the population. 


Infant Mortality Rate Down 


The infant mortality rate last year was the lowest 
ever reported—31 per 1000 live births. The rates are 
adjusted for the changing number of births. In 1949, 
there were 111,200 infant deaths as compared with 113,- 
169 in 1948, a 1.7 per cent decline—and this is typical 
of the trend in recent years. 

Numbers of married persons and of families are on 
the rise. In 1950, 68 per cent of the population 14 years 
and over was married, compared with 60 per cent in 
1940. There was an increase of approximately 6,000,- 
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000 families from 1940 to 1950—a total of 32,200,000 in 
April 1940 as against a total of 38,500,000 ten years later. 

Potential sales for baby supplies per baby should 
run about $4000 per average retail drugstore. Having a 
baby supplies department also will help to increase 
other sales through the gain in traffic, since a mother 
has to return frequently for refills, in that a baby re- 
quires, for example, about 60 ounces of oil during his 
first 12 months if he is properly lubricated. 

A separate baby department, furthermore, gives the 
appearance of being able to supply all of-a baby’s 
needs; it also builds up suggestive selling and impulse 
buying and adds dignity, character,.and a professional 
atmosphere which inspires confidence. Then, too, it 
adapts itself well to the pharmacy’s health service, usu- 
ally more than pays for itself, and builds good will. 

Some drugstores have a registered nurse in charge of 
the babyetoilétries department, and many, in establish- 
ing gtich a department, have sought the advice of a 
doctor as to how to stock it and conduct it. The three 
best locations are: near the Prescription Department 
for professional atmosphere, adjacent to the Toiletries 
Department to attract women, and next to the high 
trafic aisle for impulse sales. Cleanliness, orderliness, 
and interest in the baby’s health and welfare help to 
further sales growth. 

New mothers might profitably be sent booklets or 
letters, or even small gifts. A personal note sent to new 
mothers almost invariably creates good will. Some other 
promotional thoughts are that a record of the baby’s 
birth be kept, to be followed up by an appropriate 
greeting or*small gift on each birthday; that a weekly 
weight service be offered and a record of each baby’s 
weight kept, since most mothers do not have a baby 
scale; a list of needs to be made in order to help the 
mother with her shopping; a gift package of ten-cent 
sizes (if avatlable) of a variety of baby items be made up; 
that a letter be sent to neighborhood doctors to inform 
them of the completeness of the baby-goods department; 
a label with the store’s phone number be given mothers 
to paste in their medicine cabinets; and that a combina- 
tion kit of a facecloth, dusting powder, soap, and baby 
oil be made up as a unit for display as a gift item. 

Druggists also may take advantage of the promotion 
pieces offered by manufacturers and distributing houses. 
Many of the attractive folders and booklets can be used 
as package stuffers and in direct mail to doctors, moth- 
ers, and prospective mothers. One manufacturer, for 
example, has sample kits for its salesmen and brochures 
and movies for consumers. “Bathing Time for Baby,” a 
Walt Disney production, is an educational film for 
mothers, teachers, and nurses. One million people are 
estimated as seeing it yearly, and each person in the 
audience is given a booklet reviewing the film’s impor- 
tant points about baby skin care. 

Besides the free counter, floor, and window displays, 
some permanent fixtures for use in baby departments 
are sold. Druggists bought 12,000 of these in the past 
year and a half, and results in many instances have 
verified tests which showed that sales increases of up to 
141 per cent resulted from their use. They have been 
found to be effective in expanding impulse buying. 
Some other promotional techniques used include spe- 
cial displays for National Baby Week, scientific treatises, 
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clinical investigations, and sampling at medical con- 
ventions. 

Among the things stressed by an enterprising manu- 
facturer is that its baby powder and baby oil are anti- 
septic, and some of the success of these products can 
be attributed to doctors’ recommendations and_ hos- 
pital use. This company introduced a new baby-pow- 
der can in 1949—a blue-striped container with a 
built-in pink rattle on top. Promotional effort was 
aimed at the whole baby-products trade, and also the 
medical profession. 

Engineers, plastics specialists, baby-product design- 
ers, researchers, psychologists, nurses, and pediatricians 
were consulted about its design. Test models were con- 
tinually sent to doctors, hospitals, and professional nur- 
series for opinions. Although the new can retails at a 
price slightly higher than the firm’s conventional can, 
the wholesale price to retailers was the same, in further- 
ance of the promotional effort. 

Several point-of-sale counter pieces were made up 
and, in addition to advertising in national consume) 
magazines and trade publications, a direct-mail cam- 
paign to doctors, nurses, dealers, hospitals, drugstores, 
and wholesalers was used when the can was marketed. 


What is Needed for Infant Skin Care 


A few years prior to the introduction of a baby 
skin-care product, the company questioned thousands 
of mothers, doctors, and hospitals to find the features 
they most desired in a product for infant skin care. It 
was discovered that people want a product which checks 
diaper odor, smoothes into the skin instantly, is non 
greasy and nonsticky, checks diaper rash, is delicate pink 
in color, makes babies smell sweet, and is packaged in a 
nonbreakable container in assorted colors. 

A novel sales plan affecting this industry has been 
instituted in Chicago drugstores by Baby Care Pharma- 
cies. More than 100 Chicago druggists used it in 1950, 
and this year the plan is being extended to include all 
of Illinois. From 500 to 600 displays were expected to 
be installed in Chicago and throughout Illinois dur- 
ing the early part of the year. 

On the average, franchise druggists have realized a 
gain in sales of baby products reported at 25 per cent, 
with individual druggists reporting rises as high as 50 
per cent. Sales of individual products on display have 
increased anywhere from 18 to 70 per cent. More than 
a dozen national advertisers have supported the plan 
by an assessment on each participant of 75 cents a 
month, multiplied by the number of stores using the 
displays. The Chicago Retail Druggists’ Association has 
actively sponsored the plan from its start, and the Illi- 
nois Pharmaceutical Association announced its spon 
sorship to its members in December 1950. 


Sales Helps 


Participating druggists are supplied with a standard 
baby department display fixture, merchandising aids 
for selling a specified line of nationally advertised baby 
items, and free booklets on baby care for distribution 
to expectant and new mothers. Competitive products 
are not used in the display, for each participating man- 
ufacturer is given an exclusive on his type of prod 
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ucts. Up to 25 different items can be used in the display. 

The display items include baby oil, baby powder and 
lotion, nursing bottles, bottleholders, an all-white shoe 
cleaner, a vitamin preparation, an aspirin tablet for 
children, gauze pads, and such gift items as a blanket 
fastener, a rattle, rubber toy dolls and animals, and 
baby brush-and-comb sets. Baby gift and novelty prod- 
ucts are included primarily to lure mothers from the 
department store to the drugstore for the purchase of 
baby products and other items. Products for infants and 
children up to three years of age are displayed. 

This concern’s procedure is to look for good pos- 
sibilities for display and then contact the manufac- 
turer. Participating druggists purchase the products 
displayed through the various distributors with whom 
they usually deal. The president and sales promotion 
manager call on each participating druggist about once 
a month. 

Of course, continuous advertising and promotion are 
important, since 40 per cent of the babies born are first 
babies—and therefore 40 per cent of the prospective 
mothers know very little about baby products. Market- 
ing men have found, too, that if an advertiser gains a 
mother as a customer with her first baby he probably 
will have her as a customer with her second baby. 

Baby powders and oils enjoy a broadly national use, 
regardless of city size and income brackets. Thus, in 
cities of 500,000 and over about 30 per cent of people 
with babies use baby powder. A similar percentage ap- 
plies to cities of 100,000 to 50,000 population, while cities 
of 25,000 to 100,000 have approximately a 32 per cent 
use. 

A slight further rise in the percentage of use is shown 
in cities of 250,000 to 25,000, where about 34 per cent of 
people with babies use baby powder. The highest per- 
centage prevails in cities under 2500 population, where 
35 per cent of people with babies use baby powder. 

Use also is extensive regardless of income classes, 
with about 35 per cent of people with babies in an 
income class of under $3000 annually using baby pow- 
der, and a slightly smaller percentage of those above 
this income category using it. 

With aggressive marketing, this field seems likely to 
expand, not only because of the extremely high birth 
rate but also because of the large degree of unsaturated 
demand. Use of these baby products and related items 
should, in a clean, literate nation such as ours, show a 
steady growth over the years ahead. 


“It is far easier and pleasanter for the average woman 
to identify herself mentally with Helen of Troy or Hedy 
Lamarr or Mme. Curie or with a pretty young woman 
‘to whom things happen’ than with an overworked 
drudge with six children. That is a lesson it has taken 
visual (as opposed to radio) advertising men a long time 
to learn.” —B. Kidd. 


“All business is selling.” This is a great-common- 
denominator idea still far under-exploited as manage- 
ment philosophy. Where such a concept is accepted 
within a business family, it will go far to erase inter- 
departmental friction and bring about a new standard 
of company teamwork.—J. M. Trickett. 
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Salesman Can Sue Company 


F sirce san can sue his company under the Robin- 
son-Patman act and get triple damages according to 
a decision of the Chicago District Court. The salesman 
worked on commission as a distributor for a very large 
cosmetic manufacturer. He sold to chains and to inde- 
pendents. 

The company cut prices to the chains,:in part taking 
the reduction from his commissions, which were based 
on dollar volume. The salesman claimed damage on two 
counts: 

1. The direct loss of commissions. 

2. The discrimination in favor of the chains reduced 
his sales to independents. 

The court agreed on both counts. In handing down 
the decision, the judge said that the Robinson-Patman 
act is broad so that anybody who is hurt can bring suit. 


Amyl Cinnamic Aldehyde Standard 


HE standard for amyl cinnamic aldehyde of the 
Essential Oil Assn. of U. S. A., C,,H,,O, molecular 
weight 202.28, follows: 

Alpha amyl cinnamic aldehyde, alpha-n-amyl beta 
phenyl acrolein. Amyl cinnamic aldehyde is used as a 
basic constituent of jasmin type perfumes. It has not 
been reported as occurring in natural products. Specifica- 
tions are: 

Preparation—It is prepared by the condensation of 
benzaldehyde with heptaldehyde, usually in an alkaline 
medium. 

Physical & chemical constants—Color and appearance: 
Yellow liquid with a powerful floral odor which becomes 
suggestive of jasmin on dilution. Specific gravity @ 25/25 
deg. C: 0.963 to 0.968 (Corection factor from n deg./n 
deg. C: .00050 per deg. C.) Refractive Index @ 20 deg. C: 
1.5520 to 1.5580. Acid Value: Not more than 5. Proceed 
as directed for the determination of acid value. (See De- 
terminations E.O.A. #1-E). Aldehyde Content: Not less 
than 97%. Assay: Proceed as directed for the determina- 
tion of aldehydes (See Determinations E.O.A. #1-D) 
using an approximately 1.5 gm. sample accurately 
weighted. Allow sample and blank to stand at room tem- 
perature for one-half hour. The difference in cc of N/2 
HCI between blank and sample titrations multiplied by 
0.1012 indicates the weight in grams of Amyl Cinnamic 
\ldehyde in the sample taken for assay. Chlorine: Nega- 
tive. Proceed as directed for the determination of chlo- 
rinated compounds. (See Determinations E.O.A. #1-G.) 
Solubility in Alcohol: Clearly soluble in 4.5 and more 
volumes of 80% alcohol. 

Descriptive Characteristics—Solubility: Benzyl Ben- 
zoate: Soluble in all proportions. Diethyl Phthalate: 
Soluble in all proportions. Fixed Oils: Soluble in all 
proportions in most fixed oils. Glycerine: Insoluble. 
Mineral Oil: Soluble in all proportions. Propylene Gly- 
col: Insoluble. Water: Insoluble. Stability: Relatively 
stable to dilute acids and alkalies. 

Containers—Amyl Cinnamic Aldehyde should be 
shipped in glass, aluminum, steel or tin-lined containers. 

Storage—Store in tight full containers in a cool place 
protected from light. Extremely susceptible to oxidation 
by air. Cannot be stored unless protected by a suitable 
anti-oxidant. 
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How to Merchandise Products 


Which are in Short Supply 


ERHAPS sooner than we expect we may face a situa- 

tion when real shortages occur. We have gained valu- 
able experience in a similar situation from World War II 
merchandising. Merchandising in a shortage period is 
concerned with anything and everything which affects 
the sale of products either favorably or unfavorably. 

For instance, a well known hair tonic manufacturer 
had difficulty in getting sufficient good alcohol. Rather 
than cheapen the product he took it off the general 
consumer market. What alcohol he could get under 
his allotment he used in his product and shipped it all 
for use by the armed forces. A good move—as men 
were their chief prospects and what a “free sampling”’ 
job it did for the product. He continued consumer ad- 
vertising, keeping the brand name before the public, 
while selling only the armed forces. When the war 
ended and he could again sell the general public, he 
bounced right back as a leading brand in the field. 

During the war there was a general shortage of 
tubes. Manufacturers, particularly tooth paste manu- 
facturers, were hard put to produce anywhere near 
sufficient quantities to meet the demand. A large phar- 
maceutical manufacturer, having only a very small 
share of the market, was able to shift some of his tube 
allotments from his pharmaceutical products to his 
tooth paste. As a result, he ran his tooth paste sales up 
phenomenally and has strengthened his position in the 
market from there on. But here is another side of this 
problem. This is the case of a leading toilet article— 
the No. 1 brand. During the war the key ingredient in 
this product became unavailable. The decision was 
made to substitute another ingredient and to say noth- 
ing about it. This proved to be a disastrous mistake, as 
the substitute ingredient did not stand up. The result 
was thousands of dissatisfied “regular user’ customers, 
and merchandise was returned to the manufacturer by 
the trade at an appalling rate. Competitors moved in 
quickly and toppled the leader in short order. Despite 
a much improved product, and a greatly expanded ad- 
vertising and merchandising program after the war, 
this product has never been able to regain its dominating 
position in the field. 

These are just a few examples of production prob- 
lems that have a direct bearing on the merchandising 
operation. There are probably many more that you 
know of from your own experience. 

Some manufacturers with products in short supply 
turned the situation to their advantage. 

One of the soap companies during the war added a 
bath size to its leading brand of toilet soap. It probably 
diverted fats from some of the less popular brands to 
make the larger sized cake. By getting distribution of 
this new size quickly in grocery stores they were able 
to move into first place as the leading selling brand in a 
short time. When the war ended competition brought 
out a bath size, too, but it had to spend a huge sum of 
money to get distribution while the other brand’s bath 
size had already been established. 

Octagon Soap products and American Family Soap 
products, maintained their coupon operation and pre- 
mium stores all through the war in spite of tremendous 
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shortages of products and premiums. Today these 
brands are in a much stronger position than before. 

From these I believe we may draw a few general ob- 
servations to serve as a guide in the merchandising of 
products in short supply during an emergency period: 

1. Use good common sense in your planning. 

2. Be resourceful in your planning. 

3. Don’t sample, deal, or use premiums on an estab- 
lished product in short supply. This only creates a de- 
mand which cannot be satisfied. 

4. Make allotments if necessary, but do it on a basis 
that is fair for all your customers. 

5. Use your salesmen as ambassadors of good will if 
they have little or nothing to sell. 

6. Cut back advertising budget if absolutely neces- 
sary, but don’t cut out your advertising altogether.— 
Robert F. Degen, merchandise executive, Ted Bates & 
Co. in address to A.A.A.A. 


Selling Through Mail Order Chains 


HE biggest objection most manufacturers have to 

selling mail order chains is that to do so would antag- 
onize their department store customers. They would like 
the volume they could get from Aldens, Inc., Sears Roe- 
buck, Spiegel, Inc., National Bellas-Hess, Inc., The Rob- 
ert T. Simpson Co., Ltd., and The T. Eaton Co., Ltd., 
but they are afraid of losing the feeling of relative inde- 
pendence and security they have with their present 
diversity of retailers. 

There’s no single answer to this objection because 
everything depends on how far you, as a manufacturer, 
may choose to go in putting yourself under the domina- 
tion of the chain. Each chain is, in fact, like a separate 
market. When you distribute through Montgomery 
Ward or Aldens it’s much as though you were to decide 
to open up a new market for your goods in Brazil or in 
Great Britain. There’s very little overlapping of cus- 
tomers between mail order chains and your department 
store outlets, and if you decide late, for any reason, that 
you want to pull out of this additional market you can 
do it. You can, that is, provided you don’t let your mail 
order chain business become too big a proportion of your 
total volume.—James C. Cumming. 


Cosmetic Excise Tax Collections 


OSMETIC excise tax collections for the years of 1949 
and 1950 and also for the collections for the months of 
the first quarter of 1951 are given in the table following: 


1951 1950 1949 
January $12,255,363 $ 9,836,052 $ 9,648,063 
February 12,867,842 11,654,681 12,984,776 
March 8,534,569 6,811,063 6,796,181 
April 6,985,099 6,913,884 
May 8,316,993 6,983,445 
June 8,136,742 7,625,450 
July 7,965,373 6,776,881 
August 9,671,335 7,807,221 
September 7,542,472 6,859,446 
October 7,900,314 6,760,409 
November 8,159,612 7,738,779 
December 7,781,091 7,312,007 
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Depilatory Action of Intermediary 
Polymers of Chloroprene’ 


PETER FLESCH and SHELDON B. GOLDSTONE? 
EMPORARY hair loss among workers engaged in 
the manufacture of neoprene rubber has been at- 
tributed to the inhalation of the volatile intermedi- 

ary polymers of chloroprene, probably the cyclic dimers 
(1, 2). A single application of these compounds to the 
skin of animals produces complete local hair loss within 





Fic. 1. A, hair loss in rabbit 10 days after application of a mixture 
of intermediary polymers of chloroprene; B, regrowth of hair in a 
patch treated 4 weeks earlier. 


10 days, with disappearance of the follicles and sebaceous 
glands and excessive thickening of the epidermis. All 
these changes are reversible within 6 weeks. 

The depilatory agents were prepared as described by 
Ritter and Carter® (7). Local hair loss in rabbits, mice, 
and guinea pigs, and loss of feathers in chicks, were con- 
sistently obtained after a single application of 0.1—1 ml 
polymer mixture to the skin (Fig. 1). The localized tem- 
porary cessation of hair growth suggested interference 
with the normal process of keratinization, which in- 
volves the oxidation of —SH groups to —S—S—bridges. 
Ihe intermediary polymers inactivated in vitro the free 

SH groups of glutathione, human epidermis, and 
mouse liver homogenates, as determined by a previously 
described method (3). The concentrations necessary for 
this in vitro inactivation compared favorably with those 
required to induce baldness in animals. Inhibition of a 
sulfhydryl enzyme, succinic dehydrogenase (4), occurred 
with the same concentrations as inactivation of —SH 
groups (Fig. 2). The destruction of epidermal sulfhydryl 
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Fic. 2. Inhibition of free sulfhydryl groups and of succinic de- 
hydrogenase activity in 10 mg mouse liver homogenate after 15 min 
incubation at room temperature with various concentrations of the 
depilatory agent. 


' Published’ byjeourtesy of Science. The work was done in part under a Damon 
Runyon Senior Clinical Fellowship of the American Cancer Society, Inc. 

* Department of Dermatology, School of Medicine, University of Pennsyl- 
vania. The authors acknowledge«the helpful suggestions: of Albert S. Carter, 
Jackson Laboratory, Dupont. Co»and of Wayne L. Ritter, Indianapolis, Ind. 
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groups was also demonstrated by histochemical methods 
(5, 6). This action of the chloroprene dimers differs from 
another reversible depilatory agent, thallium, which 
even in toxic concentrations has no effect on free —SH 
groups in vitro (7). 

The depilatory fractions of chloroprene polymers open 
new possibilities in the treatment of fungous infections 
of the scalp, in studies of hair growth and epidermal 
carcinogenesis (8, 9). The reversible transformation of 
the thin hairy animal epidermis into the thick hairless 
epidermis resembling human skin facilitates separation 
of the epidermis and its use for experimental purposes. 
Studies along these lines are in progress. Detailed data 
will be published elsewhere. 


References 


Ritter, W. L., and Carter, A. S. J. Ind. Hyg. Toxicol., 30, 192 (1948). 
Nystrom, A. E. Acta Med. Scand., Suppl. 219, 132 (1948). 

Frescn, P., and Kun, E. Proc. Soc. Exp. Biol. Med., 74, 249 (1950). 
Kun, E., and Asoop, L. G. Science, 109, 144 (1949). 

Bennett, H. S. Anat. Record, 100, 640 (1948). 

Mescon, H., and F.iescn, P. To be published. 

rh P., and Gox.pstone, S. B. J. Investigative Dermatol., 15, 345 
(1950). 

Cowpnry, E. V. J. Investigative Dermatol., 6, 15 (1945). 

Suntzerr, V., CARRUTHERS, C., and Cownpry, E. V. Cancer Research, 7, 
439 (1947). 


NP YUP to 


ex 


Salesmanship and Democracy 


ALESMANSHIP and dictatorship are at opposite 

poles. Salesmanship courts and woos. It charms and 
conciliates. It uses the golden rule as a matter of fact. It 
actually competes with the other fellow to give and do 
the best it knows how. It is so sensitive to the tastes, 
wishes, preferences and interests of the customer and the 
potential customer—which in the long run means every- 
body—that this approach becomes a habit of mind and 
molds the character of everyone who practices salesman- 
ship . . . . and in America everyone practices or tries 
to practice it. Everyone is either gaining the respect of 
others for what he is or what he offers—what he has to 
sell—or he is selling them on the fact that he or it is 
unworthy of their respect. But dictatorship? Unfortu- 
nately, we all know from the lesson of painful history in 
this modern world how dictatorship operates. Dictator- 
ship does not woo or persuade. Are we demanding or 
commanding our men, or selling them? 

It is worth bearing in mind that the attitude of per- 
suasion, which is the essence of salesmanship, is the basic 
element of democracy. Because that attitude has become 
second nature to sales-minded Americans, there is in this 
country (despite the opinions of some) more faith, trust- 
fulness and trustworthiness, sincerity, honesty and plain 
decency, not to mention ambition, enthusiasm and in- 
centive to imagination, than anywhere else on earth. 

We; forget what a tribute it is to salesmanship that it 
has become the accepted thing for every little or big 
retail store—as well as big business—to guarantee the cus- 
tomer’s. satisfaction. In 99 9/10ths of the human and 
business transactions, whether we publish the fact or 
not, those we deal with can be relied upon to do the 
right thing.—Harry Swift. 


“The unvarnished truth is that almost every man you 
meet feels himself superior to you in some way; and a 
sure way to his heart is to let him realize in some subtle 
way that you recognize his importance in his little world, 
and recognize it sincerely.”—B. Kidd. 
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RETAIL BUYERS REPORT 





Chicago Buyers Eye Samples, Graduation Gifts, 
Camp and Travel Kits to Liven Dull Trade 


JEAN MOWAT 


Chicago — Spring sales have been 
dull here in Chicago. Retailers have 
been so busy lately with the new 
pricing program that only odds and 
ends have been featured, such as the 
two-for-one. 

Now that the pricing program is 
over it is high time that attention 
was given to merchandising. Aside 
from dramatic effects in ads to catch 
the attention of the woman who 
wanted a new type lipstick there has 
been little offered in this area. 


Samples Sell 


“Sampler” perfume sales prove 
the old adage that if you give a 
woman a chance to try a new odor 
well within her budget she will do 
it. The new sample kit of Ciro has 
proved a life-saver from the gift 
point of view, especially in the 
smaller shops where it is well dis- 
played. Drams at half-price of im- 
ported fragrances, without any rea- 
son for the sale, were active but not 
as good as some buyers anticipated. 


Two-for-One Trouble 


Two-for-ones still make buyers 
writhe, and consumers swoop down 
with delight. Only the maker is to 
blame for the situation and some 
stores, even across the Middle West, 
are dropping many of the half-price 
events. “Only during that time do 
we sell the merchandise,” is the 
complaint from buyers across the 
Middle West. Not much has been 
said about the federal tax but it is 
now catching up with the budgets 
and sales of half-price items are the 
better sellers. 


Market for Travel Kits 


The first big vacation migration 
is getting underway. National emer- 
gency or no national emergency, 
women still like their creams in 
tubes for easy travel and quick dis- 
posal. Light weight containers are a 
must. This is particularly true for 
the travel kits, whether at $5.00 or 
$150, because a good many women 
are going to tote their own bags. 
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The heavy mirror can well be 
dropped and a small removable one 
substituted. 

Deodorants in stick form are edg- 
ing forward because of the ease of 
carrying and the small space these 
require. The same is true of stick 
colognes which will be a big factor 
in all travel this year. Travel will 
be heavy because by fall restrictions 
may be imposed. 


Favor Compact Packaging 


Another cry that rises from the 
lungs of buyers, and is heard from 
the Kansas prairie to the Great 
Lakes region, is to eliminate pack- 
ages within packages. “Unless a 
package is flat, compact and solid 
for a small case,” said a buyer in a 
swank specialty shop in St. Louis, 
“we just can’t sell it. A woman 
might accept it, but the men won't 
and it is to them that our large dol- 
lar sales are made in perfume.” 

A leading chain store drug buyer 
notes that while men may buy a 
large package for show, the “little 
woman” is likely to return it the 
next day for something that has 


| real contents. The day of the large 


cumbersome, pack, within 


pack, 
within box has passed. 


Package Standardization 


Buyers and customers’ grumbles 


| are many, but some have a solid 


base of fact which only the maker of 
the product can alter. There are 
loud cries that some standardization 
of bottle sizes would be an advan- 
tage to the store’s own display, and 
to the woman’s vanity table espe- 
cially. 

This also applies to jars, whether 
of the glass-china or plastic type for 
there are more sizes, shapes, forms 
and designs than can be stacked to 
make even a good looking display. 
The cosmetic industry places much 
of its style appeal on the different 
bottles of leading makers. The ques- 
tion: Are these firms selling con- 
tents or bottles? Many of the jars 
and bottles are unhandy, slip and 
crash. That does not make a new 





Demonstrations, promotions, 
consumers’ hair care problems 
and color interest. ease tradi- 
tional spring slump. 
e 

Overcautious purchasing, turn- 
over emphasis by department 
stores jeopardize toiletries 
sales. 


Buyers see best summer bets 
in graduate gifts, suntan oils, 
hair lotions, creams, deodor- 
ants, travel and camp kits, 
gadgets. 


customer. A bottle with a good base, 
slightly fluted sides that does not slip 
from wet or oily hands will create 
customer good will. Considering the 
volume of bottles that are daily 
tossed out in any city the industry 
might well try to develop one smart 
bottle to be used with inexpensive 
refillables. A recent government rul- 
ing may help bring about some 
standardization along these lines. 


| Summer Selling Opportunities 


Many buyers feel that suntan oil 
and deodorants are the two out- 
standing summer sellers, plus co 
logne. World War II put men’s toi- 
letries on the upturn and has held 
them fairly steadily there ever since. 
But June is the biggest month in 
the entire year for the sale of these 
fancy bottle units for the graduates. 
Deodorants continue to be a must. 

Junior miss cosmetics for gradua- 
tion gifts and camp use should find 
an excellent market awaiting them. 
Some stout packages for actual use 
in camp should be developed for 
the thousands of girls who spend 
eight to ten weeks of the summer 
there. This includes lotions, sham- 
poos (a new one containing a deo- 


| dorant is being sales tested in New 


Orleans and if the present good re- 
ception continues will be marketed 


next winter), hand creams, pomade 


sticks vs. rouge, powders for face 
and body, foot cream, a depilatory 
and excellent cleansing creams and 
foundation bases. From here on any 
store can build its own camp cos 
metic kit and have it in that depart- 
ment so that it is selected at the 
time the outfits are chosen. 
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Special hair sections in many of 
the department stores are finding 
out that lotions to prevent sun- -dry. 
ness have their place under the sun. 
Heavy application of oils for sev- 
eral hours previous to a shampoo 
are aiding sales of both. The time 
to offer these is even now too late, 
in some areas, for the beauty shops 
have the business. 


Cream Season 

“Please stress the importance of 
creams in the summer time,” asked 
a buyer in Kansas City.” When it 
gets Warm a woman forgets that she 
needs additional creaming, and also 
an excellent all-day foundation. 
Manufacturers give us the idea to 
plug in the winter but forget that 
it is the hot sun which does as much, 
if not more damage than the cold 
winters.” So let us go all out for the 
cleansing of the face, the tissue or 
night creams, even if left on only an 
hour, and the right foundation and 
powder. The two powder idea gives 
an unusual glow to the skin but the 
idea is usually reserved for the 
salon where the “how” of its use is 
made. 


Not in recent years, say buyers in 
style-conscious Minneapolis, has so 
much attention been given to hair. 
After a winter of blown tresses 
many need scalp treatments, good 
hair tonics and excellent shampoo 
care. 

Home permanents have been a 
life saver for many women, but also 
a hair loser. Put the two together 
and the result is new business for 
the department that goes after it. 
Another item that is creating inter- 
est are the many rinses which are 


| applied at the time of shampooing, 


and which are easily 


| for the dark 


washed out. 
Women can now change their hair 
to match their costume. 

For several years buyers have 
complained that there were too 
many colors in lipsticks and _ nail 
polish. Now only the best sellers 
will be made to conserve materials 
and labor. There will also be need 
tones and the light 


tones. The inbetween ones can al- 


| ways be had by the application of 


two colors and then toning them 
down with tissue. It works perfectly 
in face powder where the under- 
tone is rich pink and the outer tan. 


Small Stocks, Lack of Buyer-Salesman Cooperation 
Cut Toiletries Sales in Department Stores 


DON COWLING 


Los Angeles — The toiletries busi- 
ness is changing. It was changing 
anyway, but the slump in_ the 
numbers of customers coming into 
department stores the past couple of 
months is hastening the process. 
Out here on the Coast more and 
more stress is being placed on stock 
control, on inventory restraint, and 
on turnover. Buyers, and salesmen, 
alike, are wondering what is going 
to happen to their jobs. The mer- 
chandising office in many stores is 
finding itself working with the con- 
trollers office, and buyers are in 
process of becoming keepers of card 
indexes. 

The California Toiletries Repre- 
sentatives, an association of sales- 
men which sponsors the annual Los 
Angeles and San Francisco toiletries 
shows, is starting this month «x cam- 
paign designed to cause toiletries 
buyers visiting the shows next Au- 


gust to bring with them their stock 


records. Members pay an initiation 
fee of $25, annual dues of $25, 
show fee of $50, and room rent for 
the show of from $12 to $25 per day. 
In addition there is an assessment 
for the cocktail party or dinner, and 
the usual amount of entertainment 
for visiting buyers. 
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This all adds up to a substantial 
amount for the week, to say nothing 
of the value of time expended. And 
time after time after time buyers 
come into the sales rooms, shake 
hands with everybody, look interest- 
edly over the displays, and announce: 
“We need some of your stuff, but we 
can’t tell how much, or what we 
should buy until we take a look at 
our records. You'll be around on your 
regular trip, anyway—come in when 
you get in town and we'll go over the 
cards and the records and fill in what 
we need.” 


Tiny Stocks 


How much merchandising sense 
and experience are needed for that 
kind of buying? How far can the 
best toiletries salesman get in ad- 
vancing his line against that kind of 
restraint? Last week we received by 
mail an order for two bottles of toi- 
let water from one of the West’s top 
department stores. Another phoned 
in for three jars of cleanser and one 
dozen powder bases in an_ assort- 
ment of three each of the two best 
selling shades and two each of the 
others. 

No buyer can keep his or her fig- 
ures up with that kind of buying. 
We'll grant that there is a_ basic 
stock set up which these fill-ins are 





when 
you add such fill-ins across the en- 
| tire stock you can bet your bottom 


supposed to maintain, but 


dollar that lost sales will come 
pretty close to establishing an un- 
healthy percentage of accomplished 
sales. 


| Tiny Sales 


So sales are down, and stock con- 
trol and inventory restrictions are 
clamped tighter. And the circle goes 


on. In certain lines outside of toilet- 
| ries salesmen are called service rep- 


| resentatives 


They get $300 per 
month and a car allowance. Buyers 
are stock clerks, and they get about 
the same less the car allowance. Ac- 
counts are serviced every week, and 
the orders are delivered by carrier 
pigeon. Is the toiletries business go- 
ing that way? 


| Need for New Angles 


| on it were tiny powder 


We saw a display stand on the 
May Co. counter last week frankly 
labelled GADGETRY. Displayed 


scoops for 


| filling compacts and funnels for fill- 


ing perfume atomizers, lipstick con- 
tainers with jewels and cute car- 
toon heads. This display was really 


| getting a look from the few shop- 


pers in the store who strolled 
through the aisles on their way to 
the half price specials advertised in 
other departments. 


Good old Lydia O'Leary Cover- 


| mark was conducting a promotion 


with Spot Stik for touchups and face 
powder and rouge selling along 
with Covermark. Alongside that was 
Color Comb, a comb with a cake of 
hair coloring in various shades fas- 
tened to the comb to rub off as the 
comb is drawn through the hair. 
The lines were getting a slim play 
with two to three dollar items re- 
ceiving the attention at Bullocks. 
Much is hoped for from Frances 
Denney’s Invisible Chin Strap, 
which was to be launched here 
April 16 with an 80 inch ad and a 
full window at Bullocks. “It’s a new 
angle,” said Frank Gillette at that 
store; “and Lord, how we need new 
angles.” 

That seems to be the crying need 
today. “Gimmie a Gimmick!” cry 
the buyers. Our own feeling is that, 
with a gimmick sufficiently new and 
interesting, buyers dare attempt teu 
beard the upstairs combination now 
apparently so solidly linked against 
them. Without that, they turn dis- 
piritedly to their stock control cards 
and fill in two here and three there, 
thinking wistfully of the stories told 
by the old timers of the days when 
a gross was a common term in toilet- 
ries merchandising. 
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SHOPPER 
STOPPER 


Smart shoppers choose smartly dressed 

products. Dress your product in crystal clear 

Maryland Glass. It’s easy... and economi- 
eh Tele Labs cal, too. A wide variety of smart, graceful 
designs in a complete range of sizes is 
always carried in stock for your convenience 
... ready for immediate shipment. Or, we'll 
create a distinctive design for your exclusive 
use. Just drop us a line and teil us the 
Wit moat 

nature of your product and the sizes in 

which you pack it. We'll send samples and 


prices. Naturally, there is no obligation. 


MARYLAND GLASS CORPORATION 
BALTIMORE 30, MARYLAND 
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FRENCH SQUARE . PERFUME ! 
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Givaudan offers you an intangible 
asset that has made possible the development 
of world-renowned perfumes 

of unquestioned originality and outstanding 


success. This asset is 


CREATIVE IMAGINATION 


which springs abundantly 





from the wealth of our experience, 


specialized skill and modern facilities. 





It can be the difference that spells continued 


success for you in the creation of fine fragrances. 


| and OUTS 


“Yours For Quality 
In All Things Fragrant” 


wouden=|DeLouann., 


330 West 42nd Street, New York 18, N. Y. 





Branches: Philadelphia + Boston + Cincinnati + Chicago + Seattle « Los Angeles +» Toronto 


~PARASEPTS 


PARAHYDROXYBENZOIC ACID) 


(ESTERS 


Products subject to deterioration 
through bacterial and fungal action— 
cosmeties and creams, pharmaceuticals 
and pastes—need “purity insurance” to 
maintain sales preference and prestige. 
Heyden PARASEPTS have proven 
themselves reliable allies of industry 
and research in preventing spoilage of 


products containing oils, fats, gums or 
carbohydrates—through effective pres- 
ervation that means permanent protec- 
tion of quality. 

Five PARASEPTS are listed here. 
They are available in technical as well 
as purified grades. Shipped in 100, 50, 
and 25-lb. fiber drums. 


HEYDEN :CEMIEAL CORPORATION - 393 Seventh Ave., New York 


aa 
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METHYL PARASEPT 
(Methylparaben U.S.P.) 


ETHYL PARASEPT 
PROPYL PARASEPT 
(Propylparaben U.P.) 

BUTYL PARASEPT 
BENZYL PARASEPT 





Chemicals 











LENORE BRUNDIGE 


Pittsburgh — The usual early 
spring slump has been high lighted 
by a series of promotions by cos- 
metic de partments in this city. 

Slated for a big build-up is a 
beauty fair to be held soon in one of 
the large department stores. Special 
booths, plus considerable _ re-ar- 
rangement of first floor space and 
outstanding displays, are to be 
matched by effective promotion of 
this event. 

The Rubinstein demonstrator 
who was in this city recently is being 
brought back for this event due to 
popular demand. Customers are said 
to have expressed disappointment at 
not seeing him during the last dem- 
onstration. Now he is coming back 
for a repeat performance. Custom- 
ers are not often so impressed by 
any one special representative as to 
stop in a cosmetic department weeks 
later to inquire. 


Lipstick Demand 


The new Mint Rose lipstick has 
had considerable interest. Women, 


Pittsburgh Promotions Ease Spring Slump; 
Colognes, Perfumes, Lipsticks Best Items 





intrigued by the idea of a mint fla- 
vor, stop to look, sniff, and buy. 

The stay-on lipsticks are also cre- 
ating business. A number of women 
were disappointed in some of the 
previous “permanent” lipsticks that 
hit the market, complaining that it 
made their lips dry, or gave a 
caked, unpleasant effect. Neverthe- 
less, there is still a definite demand 
for a creamy (but not greasy) lip- 
stick that stays on without smearing. 

Probably the single glamor item 
to cause considerable conversation 
has been Elizabeth Arden’s sequin 
eyelid make-up. When it was used on 
models in a big fashion show recently, 
it created much comment along the 
spectators. 

Gold Satin cologne and perfume 
got off to a good start here. One 
store keyed it in effectively with 
window displays and fashion mer- 
chandise. The use of an _ outside 
spray of the cologne mist into the 
street was used as promotion. 

The greatest number of | sales, 
however, were made in colognes of 
brand names and in small packages 
of perfumes. The “sample assort- 
ments’ rated interest in perfumes. 


Dallas Stores Advertise Utilitarian Lines; 


Lipstick, Nail Polishes, Creams Sell Well 


JEAN ROBERTS 


Dallas — Dallas stores are concen- 
trating largely on specials in utili- 
tarian lines. A great deal of news- 
paper advertising of such things as 
creams, hand lotions, lipsticks and 
nail polishes has been used ever 
since Easter. 

Advertising on the new stay-on 
lipsticks has created an almost un- 
precedented demand. Clerks report 
that customers are becoming more 
conscious of the effects of varying 
shades of lipsticks. Instead of set- 
tling for one color they like to have 


several shades to go with their 
wardrobes. 
Pinks Please 

Sunny weather in this city has 


brought demands for new summer 
shades; lipsticks in pinks are doing 
well. Formerly customers used to 
look at the lipstick in the tube and 
would perhaps inquire about new 
colors; now they want to see sam- 
ples of many shades and are inter- 
ested in the fashion “news.” 

Nail polish is receiving the same 
sort of interest with customers defi- 
nitely becoming more shade con- 
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scious and inclined to have a collec- 
tion of polishes instead of just one 
usable shade. 


Creams Move Well 


During these warm, windy, early 
spring months chain drugs are load 
ing their counters with hand 
creams, face lotions, creams and 
hair treatments. Sales are good. 

Department stores are also em- 
phasizing creams and basic beauty 
treatment in the home. Home hair 
dyes are continuing to gain in vol- 
ume. oe permanents are main- 
taining a steady pace with Procter 
and Gamble’s new Lilt proving to be 
a fast mover. 

Since gardening has begun with a 
vengeance, hand creams are moving 
well. Demand seems to be a bit 
heavier on the liquid lotions than 
on creams with the old standbys 
such as Jergens and Italian Balm 
still big sellers. 


Report No Hoarding 


Most department store depart- 
ment heads report that they have 
felt little or no shortages as yet and 
that buying is not at the hoarding 
level at all as opposed to last sum- 


mer just after the Korean war began. 
Sanger Bros.’ store-wide “Pioneer” 
sale featured many cosmetic specials 
and results were good in this large 
volume department. Neiman Marcus 
mailed out a special booklet on 
Estee Lauder’ cosmetics which 
brought good mail order results. 
Department buyers believe that 
the large linage used in newspaper 
advertising brought results. Some 
mailing pieces were used and some 
radio and television .-. . but by and 
large the newspaper was the princi- 
ple media. Dallas newspapers also 
use extensive editorial material on 
cosmetics. They all help to ring up 


| the cash register. 





Beauty Experts Raise 
Atlanta Spring Sales 


MAYNITA GERRY 


Atlanta 
in 


Atlanta — Springtime in 
has been a thing of beauty 
more ways than one. 


Peachtree Street, credited on oc- 


| casions with some of the most beau- 


tiful women in the world, has also, 
within the past six weeks, been 
host to some of the most famous 
beauty experts in this country—if 
not in the entire world. 

Michel of Helena Rubinstein, 
whose artistry and deftness as a hair- 
stylist is as appreciated in the hin- 


| terlands as it is along Fifth Avenue, 


hairdo. 


was accorded quite an _ ovation 
when he visited Atlanta recently to 
open a Michel salon in Regenstein’s 
(an exclusive women’s apparel 
shop), an opportunity he used to 
further introduce his new “winged” 


Customers Respond 


Earlier Mr. Paul of Antoine de 
Paris stopped off for a week’s guest 
appearance at one of Atlanta’s larg- 
est department stores, and through 
popular demand extended his visit 
for four additional weeks. Mean- 
while other hair-stylists and experts 
in the dyeing and tinting field came 
and went, with perhaps a little less 


| fanfare, but still with exceptionally 


good customer response. It all goes 
to prove the truth of what we've 
been reporting for sometime now. 
Atlanta is becoming increasingly 
hair conscious—a situation that is 
making for bigger and better sales 
of hair products along all lines. 


Season Sound 


This does not imply, however, 
that other beauty products are suf- 
fering thereby. On the contrary, 
beauty aids in general have enjoyed 
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a particularly good season so far this 
year, beginning with the usually 
slow period right after Christmas. 
While special occasion buying, such 
as Valentine, Easter and the forth- 
coming Mother's Day have, no 
doubt, contributed their bit to 
smooth “sale-ing,” heads of local 
cosmetic departments are more apt 


to look wise and say nothing when 
pinned-down for an opinion. 
Obviously, visiting firemen from 


concerns have also 
helped the cosmetic cause in At- 
lanta. These include two Coty ex- 
perts on makeup within a six or 
seven week period, special repre- 
sentative from Jacqueline Cochrane, 
Estee Lauder of Estee Lauder and 
Ballard Crooker of Anatole Rob- 
bins to mention a few. Also this has 
been a busy season of big store-wide 
sales in Atlanta, which, naturally, 


the big beauty 


have netted a good customer-traffic 
for cosmetic departments. 

Yes, cosmetic counters are bless- 
ing their lucky star. Sales results 
have been good, despite a hard and 
long-lived winter which didn’t ex- 
actly encourage spring buying; de- 


spite even a much-contested sales 
tax. 
Perfumes Fickle 

Although all beauty lines and 


items, from deodorants to creams to 
makeup have been fairly steady sell- 
ers, perfumes, particularly imports, 
have gone through a rather erratic- 
period—swinging from  exception- 
ally good to frankly poor. While the 
sales balance is as good and perhaps 
a little better than the same period 
last year, department heads and per- 
sonnel are keeping both eyes open 
for a stabilizer. 


Hair Dyes, Home Permanents, Stay-on Lipstick 
Tops in Cincinnati; Pink Shades Popular 


MARY LINN WHITE 


Cincinnati — For the third straight 
month, Helena Rubinstein’s new 
stay-on lipstick is the headline seller 
in most cosmetics departments here. 
With spring, home permanents have 
taken an upward swing in sales, with 
Lilt in the top spot for volume sales. 
One department head, noting the 
booming home perm sales (McAI- 
pin’s) put up a big display of hair 
preparations. It clicked, as she knew it 
would, since Cincinnati women 
can’t resist anything that will make 
their hair look better—or at least 
different. Another store reported 
huge results with a two-dollar tint- 
comb which contains a_ cake-tint. 
Reds sold out, and browns were 
even more popular (Mabley and Ca- 
rew). Tintair is doing well, though 
never mentioned as a dye; “That's a 
nasty word,” said a buyer. 


Sun-Fun Counter 


One store (Shillito) expects the 
new Hudnut home permanent for 
children to be a smash and is pro- 
moting it accordingly. This store is 
also re-introducing its well-paying 
“sun-fun counter of summer cos- 
metics, sun glasses, leg-make-up, sun- 
burn lotion, etc. 

Arden’s PermaLift lotion (an in- 
visible beauty strap) seems to have 
made an immediate hit here, in 
spite of its $3.50 and $5 tag. Doro- 
thy Gray’s hand cream at half- price 
has been a mentionable item in 
most cosmetics sellers’ conversation. 
In fact, one store had to reorder the 
same day the sale opened, and it 
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had ordered its usual _— stocks 
(Shillito). 

Marie Earle’s Petalinn, the pene- 
trating, light hand and body lotion, 
is already popular, and a rush is ex- 
pected for Yogurta, the rich cream 
containing non-sour, non-rancid yo- 
gurt, which is being delivered here 
(Shillito). Moistone by Barbara 
Gould is popular at $3.50 though 
that line’s popularity has waned in 
one store lately. 


Pink Shades Popular 


Revion’s spring pink — shades 
(which I personally thought bor- 
dered on poor taste, being so very 
blue) are doing quite well here, and 
the new lilac champagne and tan- 
gerine shades are going over. That's 
a departure from this town’s tradi- 
tional all-out preference for true- 
reds. 

In this town of bargain hunters a 
sample always sells. Such has been 
the case with Coty’s powder with the 
two free lipsticks, and with Ayer’s 
Luxuria Creme with skin freshener 
(Fair). Formulayer as a sample with 
Golden Chance cologne at $1.25 has 
been walking out (Fair). 

The new Ciro sample package of 
half-dram scents was a hit (Shillito) 
and the store plans to buy a large 
stock of the Harper’s Bazaar sample- 
perfume packets to sell at $1. (Chi- 
cago’s Fair Store had a sweeping 


| success with this.) 


Tussy’s half-price sales are ex- 


| pected to bring their usual big vol- 


ume. 
full 


Coty’s “Muguet” 
promotional 


will get the 
treatment here, 


| and a big season for stick deodor- 


ants is predicted. 


Buyers Report Gadgets, 
Packaging Push Products 


LEE MCKENNON 


New Orleans — Packaging contin- 
ues to push the product, according 
to the buyer of one of our busiest 
de partment stores. Customers con- 
fess they buy Gourielli’s products 
not only for the quality creams and 
lotions, but because the attractive 
blue bottles and powder boxes make 
such lovely dressing table orna- 
ments. Women often buy 2 bottles 
of the same liquid in this line, in 
order to have matched pieces in 
their boudoir, they say. The dainty 
flower-bedecked tube containing 
Marie Earle’s deodorant draws ad- 
miration and sales. 


Gadgets Increase Sales 


Gadgets are 
Faberge’s 


attracting attention. 
“Fresh as a Daisy’’ with its 


daisy-like atomizer is moving very 
well and attracting new users. The 
novelty, of course, helps sell. Co- 


lette’s Eye-Rest, labelled a cosmagic, 
is calling forth numerous comments 
and many sales. The customers like 
the eye-slits which enable them to 
wear the mask while reading or 
housekeeping. The buyers say a sale 
of Eye-Rest almost invariably is ac- 
companied by a purchase of eye- 
cream or eye-bath. 

Treatments are going nicely here. 
Elizabeth Arden’s Firm-O-Lift is do- 
ing a nice business due, the buyers 
feel, to its reasonable price, excel- 
lent advertising, good quality and 
attractive containers. 


Color Appeal 


Colors are vitally interesting to 
the customers this spring. New col- 
ors fascinate and draw them. Ger- 
main Monteil’s Muted Rose lipstick 
is getting a nice rush and their face 
powder moves right along with the 
lipstick. The buyers are all com- 
menting on the tremendous interest 


color holds for the customer. 


Combination promotions, of 


course, always draw and buyers love 


them. The Antoine special $2 pow- 


| der for $1 is pulling them in and is 


introducing this product, as well as 


other items of the line, to new 
users. Lanvin’s $2.50 package of 
Arpege and Pretext selling for 


$2.00, enjoy a brisk sale. 

Eye make-up is in increasing de- 
mand here. Calls for the various 
shades and colors are more and 
more prevalent. The color charts, 
such as those supplied by Revlon 
are extremely interesting to custom- 
ers and assist sales. 
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Make something distinguished and differ- 
ent to make people talk about it and buy it. 


Make an improved line of toilet goods and 
cosmetics nobody else can make or match. 
Use A NORDA ORIGINAL to create en- 


tirely new best-selling favorites. 


There’s yesterday’s romance in the spicy 
fragrance of A NORDA ORIGINAL. 
There’s today’s alluring excitement. A 


NORDA ORIGINAL uniquely unites mod- 


ple ane taking 


A WORDA ORIGINAL 









abou 


ern odors, old-fashioned bouquets. You'll 
not easily find its equal. 


Send for free samples today. Just ask for 
A NORDA ORIGINAL, the smell that will 
sell your products. Ask for yours today 
from Norda, first ever to talk sales scents. 


Norda 


ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


601 West 26th Street, New York 1, N. Y. 


CHICAGO » LOS ANGELES + ST.PAUL » MONTREAL * TORONTO * HAVANA + MEXICOCITY * LONDON + 


The American Perfumer 








Buffalo Reports Good 


Spring Business 


MAGGIE FLEMMING 

Buffalo — The arrival of spring 
has brought along a striking in- 
crease in Buffalo toiletries business. 

In the fragrance lines, florals take 
precedence over all others—Mary 
Chess’ White Lilac vieing for top 
honors with Ann Haviland’s Blue 
Hyacinth, Wood Violet and Lily of 
the Valley at Flint & Kent. Arden’s 
Firm-A-Lift is continuing in won- 
derful demand here, the $5.00 size 
retaining its original popularity. 
Frances Denney’s $2.00 lipstick, fea- 
turing Oils of the Wilderness con- 
sistency, and Arden’s $1.00 lipstick 
have joined the ranks of stay-long 
lipsticks most often requested. 

Solid colognes are coming more 
and more into their own, the purse- 
size proving an excellent item, es- 
pecially those of Lucien Lelong at 
$1.10, Dana at $2.00 and Herb 
Farm's new purse-size at $1.25. 


Seasonal Specials Sell 


At J]. N. Adam’s, early spring vol- 
ume enjoyed a lift ak the suc- 
cess of seasonal specials offered by 
Dorothy Gray, Rubinstein, Tussy, 
Ayers and Matchabelli. J. N. Adam 
customers are buying judiciously, 
concentrating exclusively on mer- 
chandise combining attractive pack- 
aging with a moderate price. Home 
hair treatments, always good any- 
where in the past couple of years, 


are enjoying accelerated buying 
here. 

In these days of constant change 
and fast-made “mousetraps,” it 1s 


heartening to find an item whose 
popularity has been not at all af- 
fected by innovations down through 
the years. At Hengerer’s we found 
just such a product—Charles of the 
Ritz individualized face powder, 
which has just as much sales appeal 
today as it had when it was first 
introduced. 

An exhilarating promotion on 
Revlon’s Baby Tangerine and 
Champagne Lilac has been held 
here. Stunning fashion display win- 
dows dramatized these two new 
shades, further sales appeal being 
integrated into exciting counter 
displays. Their effectiveness proved 
itself in sales. 

Another lilac shade being well re- 
ceived is Chen Yu's Enchanted Li- 
lac. Vexing beauty problems were 
given particular attention at the 
Frances Denney counter, with a spe- 
cial representative from Miss Den- 
ney’s salon proffering helpful sug- 
gestions to problem-laden custom- 
ers. 
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Book Reviews 


DAS GROSSE REZEPTBUCH 
DER HAUT UND KORPER- 
PFLEGEMITTEL. Karl Rothe- 
mann. Indexed, 534x814 in., 585 
pages. Dr. Alfred Huthig Verlag, 
Heidelberg, Germany, 1949. 
Price 38 D.M. 


The author is rather a new- 
comer on the cosmetic scene but 
seems to know his subject as well 
as his German contemporaries. 
The book is divided into three 
parts. In the first section, 51 pages 
are devoted to the consideration 
of vitamins and their application 
to the skin. At least three well- 
known references on the use of vi- 
tamin D in cosmetics are not 
noted. Like so many others, the 
author is still under the impression 
that the so-called vitamin F is an 
established one, which of course it 
isn’t. This is followed by 27 pages 
of a review of vegetable substances 
of possible use in cosmetics. The 
first section is completed with a 
brief historical sketch of the use of 
herbs and medicines. 

The second part consisting of 
177 pages is a review of the wide 
variety of materials used in the 
toilet goods industry. Both trade 
names and technical nomenclature 
are used. The work is quite com- 
prehensive and thorough. Some 
material monographs are a bit 
sketchy however. 

The largest section is the third 
which covers the whole field of cos- 
metic preparations. In general, the 
author reflects a fairly modern 
point of view, but he was appar- 
ently unaware of the use of thio- 
glycolates in hair waving at the 
time of writing, although he does 
recognize them lightly in the depil- 
atory chapter. 

It is natural that the work reflect 
the German point of view. While 
some of us may not agree with all 
of the author’s recommendations, 
they will be found refreshing and 
inspiring. 

This reviewer is certain that the 
hop-skip-and-jump method of men- 
tioning patents is useless to the 
conscientious reader and discon- 
certing to the author. Either a good 
job should be done on patents, or 
leave them out entirely. 


The tome contributes another 


point of view to the cosmetic chem- 
ist and should be on the shelf of 
every cosmetic library. No errors 
were noticed. The book is quite 
well printed and bound and is a use- 
ful addition to a library.—M.G.deN. 








PERFUME ALBUM. jill Jessee. 
Plastic loose leaf binding, heavy 
paper covers, 714x814 in., 188 
pages, illustrated. Perfume Pro- 
ductions Press 1951. Price $3. 


Perfume Album is a chatty non- 
technical itinerary of the perfume 
story. It is a collection of interest- 
ing facts bound together unchrono- 
logically, non-geographically, and 
non-industrially into broad cate- 
gories. 

The author has classified per- 
fume’s raw materials into flowers, 
grasses, spices, herbs, fruits, woods, 
leaves and roots, gums and bal- 
sams, lichen and animal products. 
Each classification in turn is 
broken down into specific prod- 
ucts. For example, under flowers, 
the historical background, the 
processing methods, and the contri- 
bution to the perfume mosaic of 
each of seventeen specific flowers 
are described. Each description 
covers the historical background of 
the flower, its processing methods, 
and its contribution to the per- 
fume picture. The other essential 
products are similarly handled. 

One of the more valuable fea- 
tures of this work is the glossary of 
terms which are admirably adapted 
to the requirements of the layman. 
Another useful feature is a chart of 
raw materials, listing the source, 
process, and principal use of each 
specific product, such as the rose or 
lemongrass, all classified within its 
category. 

Perfume Album would make a 
useful reference book for the in- 
dustry’s publicity and advertising 
writers. Originally it appeared se- 
rially in Beauty Fashion, from 
which it has been revised and sup- 
plemented. In spite of a few flaws, 
the book is extremely attractive in 
appearance. 


TO THE LILACS. Dr. Ivor Grif- 
fith. International Printing Co. 
1949. Price $5. 


Although published several years 
ago this charming book will always 
remain up to date; for it contains a 
collection of the poems, talks and 
philosophical observations of the 
beloved president of the Philadel- 
phia College of Pharmacy. There is 
much in the book for those who are 
bewildered and in need of peace of 
mind. There is good humor, a deep 
understanding of human nature 
and hope packed into the pages of 
this interesting lilac scented volume. 
He points the way to the joy of liv- 
ing. 
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WD es cxvcire and PROMOTIONS 





Smallest plastic bottte 


MAX FACTOR has remodeled its 
World of Beauty Hand Lotion 
purse dispenser. The new package 
consists of an unbreakable refillable 
plastic vial in a gold-finished metal 
case. The vial is claimed to be the 
world’s smallest plastic bottle and is 
designed to hold a week’s supply. 
The dispenser delivers globules of 
lotion when tapped on the hand. 


OCUBELLE EYE-CARE KIT, featuring a 
patented “swirl-bath” applicator, is 
now on the New York market. The 
applicator consists of a rubber bulb 
which ends in a plastic bowl. Squeez- 
ing the bulb results in swirling ac- 
tion of the lotion within the bowl. 
Retailing for $2.00, the product is 
expec ted to be sold nationally this 
spring or early fall. Eight ounce re- 
fills of the lotion will sell for $1.00 
plus tax. 


COLOR COMB will be distributed na- 
tionally by Lamour Hair Products 
within six months. The product, 
introduced last August, is currently 
selling in department and drug 
stores in about 55 cities. It consists 
of a hair comb imbedded in a bar- 
shaped cake of hair tint and is 
claimed to color hair while it is 
being combed. Color Comb sells for 
$1.93 plus tax. 


HELENA RUBINSTEIN is introducing 
Deep Cleanser, a liquid emul- 
sion cream said to contain an 
ingredient to destroy bacteria. It is 
claimed to cut through both grease 
and water content of pores in- 
stantly, to remove all sub-surface 
dirt, stale make- up and soil parti- 
cles, and to soften the skin. Pack- 
aged in a white-and-gold plastic 
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squeezable bottle, the six-ounce size 
sells for $1.50. 


ESOTERICA, a cream claimed to fade 
brown spots, is being marketed by 
Golden Peacock Co., Paris, Tenn. 
\ skin magnifier to watch spots fade 
is included in the package, which 
sells for 75 cents. 


MENNEN CO. is marketing a spray 
deodorant for men, containing alu- 
minum chlorhydrol in a_ plastic 
squeezable bottle. 





New soap container 


PACKER’S TAR SOAP, Inc, is dis- 
continuing the two-piece steel can 
for its tar soap and is  substi- 
tuting a new Gair-Reynolds storage 
container said to duplicate the last- 
ing qualities of the metal case. It 
consists of a reverse tuck carton with 
foiline on the outside and with a 
glassine lining on the inside. The 
laminating glassine is claimed to be 
unaffected by alkaline action, to 
pick up no residue, and to facilitate 
removal of the soap. 


LISTERINE tooth-paste combination 
offer of two 45 cent tubes for 59 
cents is continuing. 


roni co. will spend $6,000,000 for 
advertising in 1951. Promotion will 
include three network radio shows, 
a network television program, and 
extensive magazine and newspaper 
print schedules. 


coTy is introducing a new fra- 
grance line, Muguet des Bois. The 
perfume retails for $1.25 per dram 
size purser, $1.50 per 4 ounce, $2.50 


per 34 ounce, $5.00 per 13%, 
ounces; the toilet water sells for 
$1.25 for the two ounce size, $2.50 
for the four ounce atomizer; sachet 
is priced at $1.00; talcum powder at 
85 cents, dusting powder at $1.50; 
all prices plus tax. 


NORTHAM WARREN CorP. has added 
a new bright blue red _ shade, 
Sugar Plum, to its 15 cent Spill- 
pruf nail polish, and its 25 cent 
Nail Brilliance. Also being intro- 
duced is Sugar Plum lipstick, the 
regular size retailing for 49 cents, 
the purse size for 29 cents. The new 
shade is receiving late spring and 
summer promotion. 


LENTHERIC is introducing a new 
deodorant and _ anti-perspirant, 
Debo. Claims are that the product 
dries in seconds, checks perspiration 
for hours, and that it is harmless to 
clothing. Packaged in a two ounce 
polyethylene pink-colored squeez- 
able bottle, it sells for $1.00 plus tax. 


JACQUELINE COCHRAN, Inc., is mar- 
keting its Jacologne in a new 
package for summer promotion. 
The six ounce bottle retails for 
$1.25 plus tax. 





Childrens’ home permanent kit 


RICHARD HUDNUT is marketing 
a new home permanent kit for 
children. It contains four-ounce 
bottles of Special Creme Waving 
Lotion and of Neutralizer, Special 
Conditioner, end papers, and an in- 
struction booklet. The folding car- 
ton package is blue, black, and 
cerise. It retails for $1.75. 
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Deodorant-dance studio tie-in 


DAGGETT & RAMSDELL is tying in 
two new products with the Ar- 
thur Murray dance studios. Arthur 
Murray cologne deodorant is being 
promoted along both men and 
women appeal lines, and Arthur 
Murray Magic Step foot lotion is 
claimed to be soothing, cooling, 
non-greasy and fast drying. Both 
products are packaged in silk- 
screened four ounce bottles in a red 
and white carton. The deodorant 
sells for $1.25, the foot lotion for 
$1.00. Distribution is through de- 
partment and drug stores. 


PROCTER & GAMBLE Co. has repack- 
aged its Prell shampoo. The tube 
has a metallic green finish with 
silver lettering, the art carton is two 
tone green with white lettering. 
Ihe package comes in three sizes, 
retailing for 29, 57, and 89 cents. 


BELLIN-WONDERSTOEN CORP., Manu- 
facturers of hair-removers, is offer- 
ing a combination box of its 
$1.25 Facial Stoen and its $1.00 
\rm and Leg Stoen for $1.69. 


rREND, new dishwashing soap of 
Purex Corp., is being marketed in 
Chicago. The company advertised 
a special two for the price of one 
plus a penny offer, as well as selected 
free distribution to homes for com- 


par ison tests. 





Tobacco fragrant line 


SNUFF is a new line of tobacco 
fragrant men’s toiletries being mar- 
keted by Schiaparelli. It includes a 
one ounce bottle of perfume, shaped 
like a pipe, selling for $12.00, eau 
de cologne, four ounce size for $5.00, 
eight ounce size for $9.00; after 
shave lotion for $2.50; shaving 
cream brush or brushless, for $1.00; 
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talcum for $2.00; and soap, bath 
size for $2.00, and three cakes, 
hand-size, for $3.75. 


FLORALSTICK is a new cologne 
stick manufactured by Ann Havi- 
land. Claims for the product are 
that it won't spill, leak, or melt. It 
is packaged in a glass container with 
flower motif to match each of its 
three fragrances. The stick retails 
for $1.75. 


PARFUMS L’ORLE, Inc., is market- 
ing Silkmist, a hairdress claimed 
to ‘add body to limp hair and luster 
without being sticky. Available in 
five tones, as well as in neutral, the 
product is said to wash out easily. 
ee in pink and white, the Duet 

Package with squeezable plastic 
bottle and a two-ounce refill retails 
for $1.75 plus tax; the two-ounce 
refill alone retails for $1.50. 


ve PQeES, 


FLO 


woe momant 


Houbigant’s stick perfume 


HOUBIGANT, Inc., is marketing a 
new stick perfume claimed to con- 
tain a high percentage of essential 
oils and to last longer than stick 
cologne. It is encased in a cylinder 
with a diamond pattern, and is 
available in two fragrances. The 
product retails for $2.50. 


rUSSY COSMETIQUES is introduc- 
ing Charme Rose, a new fra- 
grance line,in time for Mother's Day 
promotion. It will appear in per- 
fume, cologne, dusting powder and 
ice cologne. The series will be pack- 
aged in pastel pink flint with gold 
trim. The perfume will be presented 
in a special introductory package 
designed as an acetate corsage con- 
tainer with a stemmed rose and 
quarter ounce perfume bottle, re- 
tailing for $2.50. The four ounce 
cologne will sell for $1.50, the five 
ounce dusting powder for $1.50, and 
the 214 ounce size of ice cologne for 
$1.50. 


DERMETICS is marketing a com- 
bination package of its four ounce 
size of Mist and a complimentary 
purse-size half-ounce bottle of the 
product for summer promotion, 








Concentrate stick cologne 


SHULTON, Inc., is promoting a 
concentrate stick cologne with na- 
tional consumer magazine adver- 
tisements. Foil-wrapped and pack- 
aged in a plastic container in a 
carved polyethylene case for purse 
use, it is cartoned in blue, green and 
gold metallic paper to identify its 
three fragrances. It retails for $1.00. 


GROOMSTICK is a new solid after- 
shave lotion of A. D. McKelvy Co. 
Retailing for $1.00 plus tax, it is be- 
ing promoted along Father’s Day, 
hot weather, and “frosty astringent” 
lines. 


SATINOL, Inc., is marketing Eau 
de Parfum and Deodorant, a dual 
purpose perfume stick and deo- 
dorant. The product is offered in 
five fragrances and is packaged in 
two sizes: a table model in a glass 
receptacle with brass top and a hand 
bag model with a polyethylene snap 
cap. The manufacturer claims that 
the product is greaseless, harmless to 
most garment materials, and non- 
irritative to the skin. Promotion will 
stress that the product fulfills two 
functions in one operation, that it 
takes up half the space required by 
two different products, and that it 
reduces cost. Retail price of the 
dressing table model is $2.00, of the 
handbag size $1.50. 








® SS REVLON ® 


Revlon’s Sailor Hat 


REVLON PRODUCTS CoRP. has started 
a limited promotion of Sailor Hat, 
a combination package consisting of 
regular size bottles of Lastron Nail 
Enamel and Adheron Base Coat and 
a 75 cent size Push- Up Lipstick. It 
is topped by a sailor's cap. Instead 
of the regular total price of the 
products, $1.95, it retails for $1.25. 
Distribution is through department 
and drug stores. 


May, 1951 383 








Soapless, Neutral and Acid Emulsions 


Solve anti-perspirant-deodorant 
cream problems with.... 


Tegacid .... Tested... Trusted... 


Glyceryl Monostearate — Acid Emulsifying. For 
anti-perspirant — deodorant creams, lotions and 
ointments—all greaseless, medicated formulations. 


+++ 


e Glyceryl Monostearate — Self Emulsifying. For 


neutral greaseless creams, lotions, ointments, sun- 
tan creams. 


e Propylene Glycol Monostearate—Self Emulsifying. 
Weggtm BP... . porcueden an 


For greaseless creams—brushless shave, founda- 
tion, suntan: lotions—foundation, suntan, cosmetic 
stockings: ointments. 


T e gim ol 5 Glyceryl Monostearate — Non Self-Emulsifying. 
e.63 


Used in conjunction with other auxiliary emulsi- 


fiers. 

LANOLIN ABSORPTION BASES PRESERVATIVES 
PROTEGIN X—For Nite Creams and Ointments. Esters of Parahydroxybenzoic Acid 
ISO-LAN—For Creams, Lotions and Ointments. TEGOSEPT M TEGOSEPT E TEGOSEPT P 

BUTYL TEGOSEPT BENZYL TEGOSEPT 
ANTIOXIDANTS 
PROPYL GALLATE ETHYL GALLATE 


Inhibit Rancidity, Preserve Flavor in Edible Fats 


Complete Technical Data on Request 


GOLDSCHMIDT 


CHEMICAL CORPORATION 
153 Waverly Place, New York 14, N. Y. 


SERVING INDUSTRY FOR A QUARTER CENTURY 
SALES REPRESENTATIVES 


BOSTON + CHICAGO + LOSANGELES + ST.LOUIS * MONTREAL + TORONTO 

















The masculine note gains new distinction... for continued success and 


Pile 


... with Albert Verley & Company’s odors for men’s toiletries 











The experiences of war in foreign lands often sweep aside prejudices and change 






habits. This happened to American fighting men, who came home with a 






new habit once thought to be the mark of a ‘'sissy’’: the use of cosmetics. 






To retain their acceptance and hold a permanent place in the industry, these 













lotions and toilet waters must be scented in the authentic masculine 


manner. In this new field, the staff of Albert Verley & Company, Inc., has done 






a substantial amount of research and development work. 






Under today’s difficult conditions in the procurement of raw materials, you 






need to take advantage of these developments in synthetics. 






We are prepared to furnish specialties and compositions from which 






you Can create your own distinctive formula, or to collaborate with you in creating 







an original odor for an entire line of men’s toiletries. 


Consult us in confidence. Examine the accompanying list of typical 






materials and write for working samples and prices. 













MATERIALS FOR MEN’S TOILETRIES 









CUIR DE RUSSIE ‘‘V" FOUGERE “AV"’ 
The Russian Leather note in a distinctive An interesting variation of the popular 
shading. Fougere type — for powders, talcs, shaving 

creams, and lotions. 






NEW-MOWN HAY 

Glorifying the fresh, sweet scent of freshly HEATHER "AV" 

cut fields. An unusually fine base for compositions of 
the Heather and Moss types. 











ALBERT VERLEY AND CO., Inc LAVENDER-FOUGERE 
472 W. Superior St., Chicago 10, Illinois wuiaiake 
114-116 East 25th St., New York 10, N. Y. HOMESPUN COLOGNE "V 










MEFFORD CHEMICAL CO 
1026 Santa Fe Ave., Los Angeles 21, Calif. 


re scents 





Have Mo 










ALBERT VERLEY AND CO., Inc. 
222 Front St., East, Toronto, Ontario 





Representatives in all principal cities 
throughout the world. 







Synthetic Aromatic Products and Organic Isolates * Synthetic Flower Oils and Aromatic Bases « Bouquets and Finished Compositions 











Removing Oils from Goggles 


For removing skin oils and dirt 
from goggles, respirators and other 
personal safety equipment Ameri- 
can Optical Co, offers a new ger- 
micidal detergent. One gallon 
makes 6+ gallons of cleanser. With 
the properties of a germicide it is 
said to have detergent properties 
also which remove skin oils and 
dirt without inducing corrosion, 
staining or deterioration of rubber, 
plastic or metal parts. The fluid 
used in hot or cold water. 


Cleaning and Deodorizing W alls 


For cleaning and deodorizing 
walls, bins, floors, glass surfaces and 
storage spaces, Kel Cide is offered 
by Kel Cide Products, Inc. The 
quarternary ammonium salt com- 
pound is a known effective bacter- 
icide with a phenol coefficient of 
350. It is said to be effective even 
in dilute solution. It eliminates 
odors, the makers point out, by 
killing microorganisms that cause 
them, rather than by mz asking 
them. It is stated to be non-toxic 
and gen rg! It is based on 
alkly dimethyl 3, 4 dichlorobenzyl 
ammonium T lovide and an aro- 
matic polyglycol ether. Diluted 
with water two ounces make a 10 
gallon working solution. 


Colored Enamel for Concrete 


A decorative coating that pro- 
tects concrete surfaces from acids, 
alkalis and corrosive substances is 
afforded by Hysol concrete floor 
enamels, according to Houghton 
Laboratories Inc. The enamels are 
solutions of inert synthetic resins, 
themally and chemically stable it is 
stated, and are non oxidizing and 
fast drying. The enamels are ap- 
plied by brush. Available colors are 
iron red, gray and green. 


Business in Holland 


The Commercial _ Intelligence 
Office, Oudebrugsteeg 16, Amster- 
dam C, Holland, is eager to pro- 
mote business relations with the 
United States and offers to supply 
American firms with addresses in 
Holland of manufacturers, dealers, 
exporters, importers, agents, etc., 
and putting them in touch with 
firms in Holland. It also offers to 
place data submitted before parties 
interested. The condition is that 
postage expenses which may be in- 
curred on behalf of American firms 


& Essential Oil Review 





New Products and Developments 


be refunded and that references be 
supplied, one to be a bank and two 
trade references. 


Guide Book of Income Taxes 


The 1951 Guide Book to New 
York State Income Taxes on indi- 
viduals and fiduciaries, by Samuel 
M. Monatt, has been issued by the 
Commerce Clearing House. It sells 
for $3. 


Dust Control Floor Care 
A new, time saving, dust control 
method of floor care through the 


use of antiseptic Westone has been 
announced by the West Disinfect- 





Right Hand Rubbed Over Treated Floor 


ing Co. Its use has resulted in the 
reduction of costly dust damage to 
precision mac hinery and_ instru- 
ments and to materials and prod- 
ucts during manufacturing opera- 
tions. Antiseptic Westone, it is 
stated, keeps the air free from dust 
because it is formulated for the 
purpose of preservation of floor 
surfaces, enhancement of floor 
beauty and the elimination of dust. 
In addition to removing dust it is 
added it leaves an antiseptic film 
which inhibits the growth and mul- 
tiplication of the bacteria present. 
It is easy to apply with a rag, mop 
or by spraying and a gallon should 
cover 4000 sq. ft. of floor surface. 


Trade Literature 


A new 1951 wholesale price list 
has been issued by Florasynth Lab- 
oratories, Inc. 1513-33 Olmstead 
Ave., New York, N.Y. It contains 
28 pages and covers an extensive 
variety of flavoring, aromatic and 
essential oil materials used in the 
food and beverage industries and 
in the manufacture of perfumes, 
cosmetics and soaps. Several chart 
suggestions for the use of the prod- 
ucts designated and complete 
breakdowns of the commodities 








contents to facilitate application of 
these materials are an added fea- 
ture. The price list is available at 
any of the company *s ten offices in 
the principal cities of the United 
States in Mexico and Canada. The 
company represents in the United 
States and Canada Sehmoller & 
Bompard, Grasse, France. 


About 60 per cent of the phar- 
maceutical products sold in 1950 
were unknown in 1939, according 
to the January 1951 issue of the 
new monthly bulletin of Di Cyan 
& Brown, chemical consultants. In- 
ventive trends in medicine are dis- 
cussed in an interesting and infor- 
mative way. 


To readily identify keys a set of 
six colors in transfer decal for use 
on the keys is being offered gratis 
by the Hush-a- Phone Corp. to all 
who request it. The color markers 
for keys are being given away in 
celebration of the. company’s thir- 
tieth year in business. 


Wool wax alcohols in cosmetics 
is the subject of a 48 page booklet 
prepared by Edgar S. Lower which 
has been revised and reprinted in 
1951 by Croda Ltd. The author has 
also revised and the company has 
reprinted in 1951 its 36-page book- 
let on lanolin. Copies are available 
from the company. 


Suggestions for conserving cello- 
phane which will be in short sup 
ply until late this year, are given 
in a pamphlet issued by the Syl- 
vania Div., American Viscose 
Corp. The means suggested in- 
clude checking overwraps to see if 
the dimensions might not be re- 
duced; replacing cellophane on 
secondary items; and using extra 
weight film rather than duplex 
film when extra strength and mois- 
ture protection are not absolutely 
required. Information on handling 
and wrapping techniques is also 
given. 


Inventory control and priorities 
with answers to 85 questions are 
covered in a 14-page pamphlet 
issued by the National an 
Authority, Washington, 25, D.C. A 
list of Commerce field offices serv- 
ing the National Production Au- 
thority which should be consulted 
for information about any phase of 
NPA operations, is given. Copies of 
the pamphlet may be obtained from 
any of them. 
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Your Product will be in good company at the 


Private Brand Division of Avon Products, Inc. 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 





Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 
quality! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


Suffern, New York ¢ Pasadena, California e« Montreal, Canada 
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Hints for Improving Production 


How to establish a training course for plant employes. . . . Sources 


of assistance for the training program. . . . Procedure, based 


on experience, to follow. . . . New and improved equipment 


SKILLED worker availability is 
lessening and a great part of the 
new workers coming to our plants 
today need a good amount of spe- 
cific training in our own plant or 
shop procedure and _ operation. 
Even the smallest plant is finding 
the need for training programs 
tailored to their specific operations 
growing as each month goes by. 

Establishing a good training 
course in our own plant is neither 
dificult nor expensive. A_ great 
deal of assistance is available to us 
from many sources. Before consid- 
ering the  time-proven _ factors 
which should be included in our 
training course let’s glance briefly 
over these sources of assistance for 
our program. 

The local board of education is 
one source of aid in preindustrial 
and preemployment training, as 
well as in supplementary training. 
Vocational schools and evening 
schools offer facilities for such spe- 
cial training. 

Trade extension courses are 
sometimes available from local 
schools or nearby colleges and uni- 
versities. Many colleges and univer- 
sities now have departments set up 
to provide just this type of help 
and co-operation for industries 
within their area. 

A number of technical institutes 
have also been established in re- 
cent years and most of these give 
top-flight training adapted to the 
needs of the industry. Many state 
departments of education have di- 
visions set up to launch, plan and 
install such programs within their 
boundaries and have plans devised 
for instant use to aid in the instal- 
lation of such training courses. 

The federal government also has 
a number of facilities that will aid 
our program. Training Within In- 
dustry offers three courses of ten 
hours duration each. Job Instructor 
Training has a 10-hour course 
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aimed to train instructors to show 
others how to do their work. Job 
Methods Training is another 10- 
hour course designed to promote 
more effective use of men and ma- 
terials. Job Relations Training is a 
10-hour course on how to get along 
with the workers under one’s su- 
pervision. Program Development 
Training offers a complete training 
program for an industry. Training 
Within Industry in itself is a quick 
supervisory training course with 
widespread value. 

The Apprentice Training Serv- 
ice of the federal government of- 
fers another valuable service of 
this nature. 

All of these facilities are avail- 
able to any plant management get- 
ting set to launch its own training 
course. They provide aid and as- 
sistance as well as supplying fac- 
tual material that will aid materi- 
ally in avoiding errors. 

Such assistance adapted to one’s 
own needs and one’s own specific 
plant problems will aid materially 
in launching one’s own individual 
training course. 

The procedure to follow in es- 
tablishing one’s training course is 
neither difficult nor expensive. It 
involves following a definite pat- 
tern proven by long experience in 
industry and making certain that 
nothing has been overlooked so 
that the training course can be all 
inclusive and complete. 

Such a training course can well 
begin with a form letter sent for 
filling out to the supervisor of each 
department where training is con- 
templated. This form will provide 
a statement of the objectives of the 
course. It should specify the type 
of training desired, personnel in- 
volved, number of personnel in- 
volved, when and how instruction 
can best be given, most convenient 
time and place and greatest needs 
for such a course in the depart- 


ment. 

We then should decide the level 
of instruction and possible sources 
which may be used to give the 
training. After this contact can be 
made with the various agencies 
concerned and the program begins 
to take shape as the experience of 
these agencies in handling such 
training courses is adapted to our 
own individual plant problems. 

It might be well to program at 
this point so that the specific value 
and need for the course are defin- 
itely established and so that it may 
be scheduled in order to make cer- 
tain that the payment of overtime 
for trainee time spent in the classes 
does not result and thus send costs 
soaring on the course. 

Class schedules should then be 
drawn up in conferences with all 
parties concerned including repre- 
sentatives of employees or their la- 
bor organization in order that we 
may be assured of maximum har- 
mony in operation of the training 
course. Where we wish to make 
certain that the training course will 
not interfere with plant production 
schedules it is wise to make ar- 
rangements so that classes will not 
disturb production within any par- 
ticular department whose people 
are involved in the training course. 

Notices should be sent out and 
also prominently posted specifying 
class hours and location of class- 
rooms. Each individual who is to 
partake in the training course 
should receive a personal notice 
outlining these details as well as 
material pointing to the specific 
advantages to be obtained by that 
individual through his or her full 
co-operation in putting over the 
training course program success- 
fully. 

Registration and attendance 
cards should be so designed for use 
in conducting the course and re- 
cording its development as a unit 
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and with respect to each individual 
employee taking part in the train- 
ing course. Class attendance sheets 
should be set up and made out foi 
each session. 

When the course is completed it 
is also advisable to have a printed 
form of recognition that can be 
given to each employee taking 
part showing marks made, progress 
achieved and results to that indi- 
vidual obtained by his or her par- 
ticipation in the training course. 

This should be followed up by 
suitable notations on personnel 
records as to abilities develoved 
during the course on the part of 
each individual and the net results 
attained by that individual should 
be evaluated against his present 
job or location of another spot in 
the plant to which he or she is now 
more fitted by virtue of the train- 
ing he has receive! during the 
course.—Ernest W. Fair. 


Horizontal Paste Mixer 


A method of supplying paste of 
uniform consistency, characteristics 
and temperature under accurate 
discharging conditions is provided 
in a new 60 gallon stainless steel 
heavy duty paste mixer developed 
by L. O. Koven & Brother Inc., they 
report. It is built with a rectangu- 
lar mixing tank having a_ half 
round bottom jacketed on the 
round bottom for 36 in. of its 51 in. 
length, for steam heating at 125 
ps... working pressure. A_ full 
length, stainless steel, ribbon type 
spiral agitator with inner and 
outer ribbons having opposite 
thrusts assures thorough mixing ac- 
tion, it is stated. The curved cover 
is hinged for quick access for filling 
and cleaning. Discharge is made 
through a 114 in. discharge opening 
employing a rotary pump driven 
by a 11% hp. gearhead motor. The 
discharge piping has a swivel joint 
design to make vat or drum loading 
fast and simple. Spillage losses are 
said to be kept to a minimum by 
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the use of two pump 
and “momentary fill” 
controls. 


“start-st« yp” 
pushbutton 


Volume Labeling 


For volume labeling up to 100 
glued labels per minute and for 
sealing cases a continuous automa- 
tic feel gluing machine on a _ port- 
able stand is offered by Potdevin 
Machine Co. The stock is fanned 
out on the feeding table and tapes 
convey the sheet to the automatic 
air wheel which feeds it into the 
gluing machine. Accurate sheet 
control is afforded by side guides 
and sheet delivery is controlled by 
a foot pedal in any convenient 
position. 


Dual Purpose Hand Truck 


For lifting and stacking a new 
dual purpose hand truck with a 
Euilt-in hydraulic hoist is being in- 
troduced by the Clark Hopkins 





Truck with 


Hydraulic 


Hoist 


Equipment Corp. It is designed to 
fill the need for a small, light 
weight, maneuverable hand truck 
that will enable one man to load 
and stack heavy merchandise after 
transporting from one location to 
another. It has a capacity of 500 
Ibs. and will lift these loads to tail 
gate height of 54 in. The platform 
is 22x19 in. and the front is flush 
with the floor when lowered. It has 
8 in. rubber wheels. 


Tinting Mixer 


For thinning down, shading and 
tinting various size batches of ma- 
terial from 80 to 250 gallons a new 
change tank mixer, 131-AB, is of- 
fered by Charles Ross & Son Co. 
An explosion proof motor is stand- 
ard in either 3 or 5 hp. sizes and 
is directly connected to the stirrer 
shaft. 


New Impact Type Pulverizer 


A new impact type pulverizer 
with screw feed for grinding and 
blending face powder, cake make- 
up, rouge etc. and also for general 





New 


Model Pulverizer 
drug milling and shredding or 
granulating various barks, roots, 
leaves and similar materials ; an- 
nounced by the Pulva Corp. Capa- 
city depends on the product being 
ground and the fineness required. 
Model A with a 5 h.p. motor will 
grind and thoroughly blend face 
powder at the rate of 400 to 500 
lbs. per hour the manufacturer 
states. For smaller capacity a three 
h.p. motor is used. 


Liquid Chillers 


A completely self-contained noise- 
less flow cold liquid chiller that re- 
quires no refrigeration piping is 
offered by Acme Industries Inc. ‘The 
unit is designed for process water 
chilling, air conditioning and prac- 
tically every liquid cooling require- 
ment. The unit may be installed in 
basements or other remote locations. 
Only liquid and electrical connec- 
tions are necessary. 


Noiseless Hand Truck 


For moving drums, carboys, tote 
boxes and skids a versatile noiseless 
hand truck is offered by Marvel In- 
dustries Inc. It handles loads up to 
1000 Ib. It is mounted on solid rub- 
ber tires. Because the outside di- 
mensions of the wheelbase are less 
than the diameter of the average 
drum, the operator can place the 
drum in any exact location without 
manual handling. Also different 
drums can be placed in or removed 
from the center of a line of drums 
without moving adjacent drums. 
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THE RECURRENT SHORTAGE OF ALCOHOL 


has again focused attention on 


ORBIS ALCOH-SOLS 


for the manufacture of 


TONICS, COLOGNES, LOTIONS, DEODORANTS, etc. 


COSMETIC RAW MATERIAL 
WATER SOLUBLE GUMS 
FOOD COLORS 


CHICAGO 


BECAUSE—Alcoh-sols are perfume oils that have 
been especially “solubilized” to facilitate their 
ready solution in low proof alcohol. 
BECAUSE—Alcoh-sols are ideal for the perfum- 
ing of colognes, toilet waters, tonics, lotions, 
barber supply specialties, deodorants, etc. 
BECAUSE—Alcoh-sols will incorporate in 15 to 
35% alcohol the same amount of perfume that 
would normally require 50 to 90%, thereby 
stretching your supply of this vital material. 


BECAUSE—Alcoh-sols_ dissolve clearly, elimi- 
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nating troublesome filtration. Important because 
time and money saving. 


BECAUSE—Alcoh-sols are entirely free from all 
sulphonates or sulphonated products, thus avoid- 
ing decomposition of the perfumes. They are 
nonreactive with other ingredients in_ tonics, 
lotions, deodorants, etc. 


BECAUSE—Alcoh-sols are available in a wide 
range of floral and bouquet odors to meet most 
demands. Odor list, prices and samples available 
to interested manufacturers only. 


ORBIS 


PRODUCTS 
CORPORATION 


215 PEARL STREET, NEW YORK 
FACTORY AND LABORATORY: 
NEWARK, N. J. 
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Flavors 








How to Make Flavoring Powders 


Powders used for flavoring are of exceptional value in 


adding flavoring to cake mixes, pie fillings and pudding 


powders. ... 


S mentioned in a number of 

articles over many years in this 
section by the Flavor Editor and by 
a number of contributors and as de- 
tailed in Synthetic Food Adjuncts, 
there are five principal forms in 
which flavors are prepared for use. 
These are (1) flavoring solutions 
principally aqueous alcohol, or 
aqueous other solvent solutions of 
flavoring substances and oil solu- 
tions of a number of flavoring ma- 
terials; (2) flavoring emulsions in 
which water is generally the princi- 
pal bulk ingredient; (3) flavoring 
pastes; (4) flavoring powders; and 
(5) flavoring tablets. 

Until the special requirements of 
World War II arose there was rela- 
tively little interest in the produc- 
tion on any large scale of flavoring 
powders and tablets. There was 
some interest among flavor manu- 
facturers in the production of 
Havoring pastes because of their 
special application in the manufac- 
ture of candy. 


Armed Forces Created Demand 


It should be remembered that it 
was the ardent desire of the quarter- 
master Corps to provide our Armed 
Forces during World War II with 
“luxury” foods, in which category 
such items as flavored beverages 
pancake sirups, candy, pastry, and 
desserts may be pl iced, not only for 
the nutritive well-being of our 


* Professor of Chemical Engineering, Polytech- 
nic Institute of Brooklyn. 
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Very useful to armed forces in World War II. 


MORRIS B. JACOBS, Ph. D.* 


Armed Forces but also for maintain- 
ing their morale at a high level 
under the most adverse conditions. 
Flavoring powders and tablets were 
very useful in the preparation of 
the aforementioned foods. 


Pharmaceutical Background 


It would, however, be incorrect 
to think that the preparation or the 
use of powders for the flavoring of 
foods and beverages was initiated 
during the past decade. The utiliza- 
tion of flavoring powders in various 
food industries is no new develop- 
ment for as in the case with the 
actual development of flavor es- 
sences and flavoring emulsions, the 
historical development of flavoring 
powders bears considerable rela- 
tionship to the use of such powders 
for pharmaceutical and medicinal 
purposes. 

Flavor powders are very likely an 
adaptation of the ole osacchara of 
the several pharmacopeias. For in- 
stance, oleosaccharas or oil-sugars 
were preparations in which 2 ml. of 
the desired essential oil was added 
to 100 grams of finely powdered 
sucrose. The sucrose was then tri- 
turated with the essential oil until 
it was uniformed mixed. 


Components 


Formerly the principal nonflavor 
component of poe powders 
was confectioners’ o -XXXX pow- 
dered sugar, that is sucrose. This 
ingredient is still probably one of 


the more important components of 
flavoring powders that are not con- 
verted to tablets. With the develop- 
ment of tablets, however, lactose, 
that is, milk sugar became another 
main ingredient and very likely a 
number of powdered flavors contain 
lactose as the main diluent. 

Among the other diluents used 
are dextrose, various starches, and 
dextrin. Some special starches have 
been developed for the preparation 
of flavoring powders. Cornflour has 
been employed as the diluent for 
flavor powders to be used in the 
manufacture of bakery goods. 


More Popular Flavors 


While the diluent is the main 
component from a bulk component 
point of view, the various actual 
flavoring ingredients are the impor- 
tant components. In so far as flavor- 
ing powders are concerned vanillin, 
bourbonal or ethylvanillin, couma- 
rin, and imitation maple flavors are 
often ingredients used in the manu- 
facture of such powders. There are 
a number of fruit flavors and flavors 
such as butterscotch which are also 
put up in powder form. T hese, how- 
ever, need to be modified from the 
flavor ester mixtures which are 
ordinarily used in making the 
liquid flavor preparations for very 
highly volatile components cannot 
be: used. 

Flavor chemists have in more re- 
cent years, as the readers of this 
section know, developed many 
stable esters of the same or greater 
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WANTED-— 
packaging that sells cosmetics 





Every cosmetic, perfume and toiletry item is sold against tough 
competition. And often the consumer’s choice depends upon the 
attractiveness of the product. That’s why manufacturers of cos- 
metics and toilet preparations continuously search for new and 
different ways to present their products. 


You can sell these manufacturers your products by telling your 
packaging story in THE AMERICAN PERFUMER. Here’s why: 


Management, sales and advertising executives in the cosmetic in- 
dustry vitally need marketing and merchandising information . . . 
facts on what type and price cosmetic, perfume and toiletry is 
moving at the retail level. One of the best places they can get this 
data is in THE AMERICAN PERFUMER. Features of this type 
are “must” reading for these executives. They are eager to find 
new ways of promoting and distributing their products. Your sales 
message in THE AMERICAN PERFUMER can give them this in- 
formation. 


facts to consider 


When you tell your story in THE AMERICAN PERFUMER you 
reach this important group of men in the only magazine edited 
exclusively for this field. You get direct and adequate coverage 
for your sales message. 41.5% of THE AMERICAN PER- 
FUMER’s paid circulation among domestic cosmetic manufac- 
turers is not duplicated by any other business paper devoted to 
any phase of cosmetic, perfume and other toilet preparation, 
formulation and manufacture. 


Why not find out more about what THE AMERICAN PER- 
FUMER can do for you? Write or phone today. Let us prove we 
can help you sell to the cosmetic industry. 


THE AMERICAN PERFUMER & ESSENTIAL OIL REVIEW 


9 EAST 38TH STREET, NEW YORK 16, N. Y. MEMBER ABC-ABP 


The only primary publication devoted exclusively to the problems of manufacture 
and distribution of perfumes, cosmetics, soaps and flavors. A MOORE PUBLICA- 
TION. There are nine others, including Advertising Agency, each a leader in its field. 
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flavor character which have much 
lower volatility and _ therefore 
greater stability. These can be 
utilized to advantage in the flavor 
ester mixtures to be employed in 
powder flavors. 


Newer Synthetic Compounds 


\mong the newer synthetic com- 
pounds used in powder flavors may 
be mentioned Cyclotene which is 
an aromatic specialty with a maple- 
licorice aroma and taste. 

Coloring is another ingredient 
which often has to be added to the 
ng powder. If this color is not 

t primary color, that is, if it is a 
mixture of colors, it is best to make 
a solution of the mixed color and 
then evaporate it to dryness and 
powder it before adding it to the 
flavor powder. This practice will 
eliminate the possibility that some 
particles of one dye of the color 
mixture will dissolve faster than 
other particles of the different dyes 
in the color mixture and thus any 
“rainbow” effect will be eliminated. 


Preparation 


Ihe flavor powder consists, as can 
be gathered from the components 
mentioned above, of a diluent or 
filler upon which the ae com- 
ponents are adsorbed or by which 
they are absorbed. By ad large the 
method of preparation is simple. If 
the flavoring material is a powder, 
it can be added to the diluent and 
mixed in a powder mixing machine. 
This mixture can then be sieved. 

If the flavoring agent is a liquid, 
then additional manipulation is 
necessary. A few milliliters at a time 
of the flavor should be added to a 
portion of the filler or diluent and 
the powder turned over. For each 
addition of flavoring a fresh portion 
of the powder should be exposed. 
After all of the flavoring ester mix- 
ture has been added, then the pow- 
der mixture should be triturated for 
an additional time and then passed 
through a sieve, usually about 16 to 
20 mesh. By this action, any lumps 
can be eliminated. Fin: ally the 
flavored premix can be added to the 
master batch of powder and the en- 
tire mass is then mixed thoroughly 
as in the case of crystalline, pow- 
dered flavor components. 

It is the more common practice 
to add the coloring matter to the 
diluent before the addition of flavor. 
Sometimes the powder is tinted by 
spraying a dilute solution of a color 
over it and then drying. Thus a 
lemon-flavored powder may be 
tinted with a solution of tartrazine. 

In order to be certain that a uni- 
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form powder is obtained it is best to 
sieve the material after it is mixed 
thoroughly. 


Advantages 


Very likely one of the most sig- 
nificant factors in the adoption by 
the Quartermaster Corps during 
World War II of specifications for 
flavoring tablets and powders was 
the saving in space achieved by the 
substitution of these materials for 
such food and beverage flavoring 
ingredients as flavor solutions and 
emulsions since a large proportion 
of these consists of water, alcohol, 
and other solvents. This saving-of- 
space policy was also one of the 
motivating influences in the produc- 
tion of dehydrated and of dehy- 
drated and compressed foods. 

It should be noted here that while 
we are considering flavoring pow- 
ders (and flavoring tablets are made 
from a flavoring powder), the Quar- 
termaster Corps decided that it 
would be best to use and distribute 
flavoring tablets rather than pow- 
ders because of the ease of making 
a tablet equivalent to a definite 
amount of flavoring material. This 
will be discussed in detail in a sub- 
sequent issue. 


No Alcohol Need Be Used 


From the point of view of the 
flavor manufacturer, one advantage 
of powders is the fact that no alco- 
hol need be used. Other advantages 
are that flavor powders lend them- 
selves to packaging by means of 
automatic weighing machines and 
that they can be prepared in greater 
concentration than the flavoring 
essences and extracts or emulsions 
they are intended to replace. This 
is an additional saving in bulk. 


Disadvantages 


Flavoring powders have several 
disadvantages. One of the most im- 
portant, formerly, that of loss of 
Havor powder on standing is being 
overcome by the ability of flavor 
chemists to dev elop new and more 
powerful, stable aromatic chemicals. 
Another disadvantage in respect to 
tablets, is that it is relatively more 
difficult to make certain’ that 
equivalent flavoring amounts are 
withdrawn. 


Utilization 


While the principal use of flavor- 
ing powders is in the manufacture 
of flavoring tablets, this is not the 
sole use of the product. These pow- 
ders can be used directly and advan- 
tageously by food processors for the 


manufacture of cake mixes, pie fill- 
ings, and pudding powders for the 
flavor powders lends itself to direct 
incorporation in these foodstuffs 
and eliminates the disadvantage of 
adding a liquid flavoring material 
toa dry mass. The food processor is 
also assured of more complete dis- 
persion and of better shelf life of the 
finished material. 





Vital Program for 
F. E. M. A. Meeting May 29-23 


An excellent program has been 
planned by chairman John H. 
Beach and the convention commit- 
tee of the Flavoring Extract Manu- 
facturers Assn. for the 42nd annual 
meeting in the Hotel Statler, New 
York, N.Y., May 20-23. 

The program will include, 
among other scientific and business 
papers a report by Ray C. Schlot- 
terer on vanilla beans. Hans P. 
Wesemann will report on the essen- 
tial oil situation and Kent S. Upham 
will discuss the availability of glass 
containers. Paul S$. Willis will pre- 
sent a message from the Grocery 
manufacturers of America Inc. Sam- 
uel A. Krasney will tell about cur- 
rent developments on alcohol. Ben- 
jamin Namm of the U. S. Chamber 
of Commerce will explain controls. 

A golf tournament, a night club 
dinner party and banquet are be- 
ing arranged by a _ committee 
headed by John H. Beach, which 
includes Louis J. Woolf, Robert 
Krone and William F. Fischer. The 
golf tournament will be held May 
21 at the Baltusrol Country Club, 
Springfield, N.J. Frederick J. Lued- 
ers is chairman of the committee. 

The usual cocktail party will be 
held Sunday afternoon May 20 and 
the banquet will be held on the 
evening of May 22. All who expect 
to attend are urged to send in reser- 
vations to the Hotel Statler if they 
expect to stay in the city; and those 
who have not sent in advance regis- 
trations are urged to do so. They 
should be sent to John H. Beach, 
Box 385, Southold, L.I., N.Y. 

Louis J. Woolf is in charge of the 
business program; Robert Krone is 
managing the entertainment pro- 
gram; and William F. Fischer is in 
charge of the registration program. 


Controlled Materials Plan 
To Be Effective July 1 


A controlled materials plan, cov- 
ering iron, steel, copper and alu- 
minum, will become effective July 
1, according to an announcement 
of the National Production Author- 
ity. 
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"The bonds William and I bought 


for our countrys defense 


helped build 4 house for us! . 


HOW U. S. SAVINGS BONDS PAID OFF FOR 
MRS. ROSE NYSSE OF BRISTOL, PA. 


““There’s nothing more wonderful than a house 
and garden of your own,” says Mrs. Nysse. 
‘“‘And there’s no surer way to own one than 
to save for it through U. S. Savings Bonds 
and the Payroll Savings Plan!”’ 


Mrs. Rose Nysse says, “‘In 
1942 William and I 
started making U.S. Sav- 
ings Bonds a part of our 
plan for financial security. 
I joined the Payroll Sav- 
ings Plan at the Sweet- 
heart Soap Co. where I’m 
a supervisor, and began 
buying a $100 bond each 
month. I knew that my 
money wassafe and work- 
ing for me all the time. 
Buying U. S. Savings 
Bonds is one of the surest, 
safest savings methods!” 


















































“Savings Bonds alone 
made a $5,000 down pay- 
ment on our house!” says 
Mrs. Nysse. “Altogether, 
we’ve saved $8,000 just 
in bonds bought through 
Payroll Savings, and 
we’re keeping right on 
with the plan. And when 
we retire, our bonds will 
make the difference be- 
tween comfort and just 
getting by. Bond buying 
is a patriotic and practi- 
cal way of building a 
cash reserve!”’ 































You can do what the Nusses are doing 
-the time to startis now! 


Maybe you can’t save quite as much as William 
and Rose Nysse, maybe you can save more. 
But the important thing is to start now! It 
only takes three simple steps. 


1. Make the big decision—to put saving first— 
before you even draw your pay. 


2.. Decide to save a regular amount systematically, 
week after week, or month after month. Even 
small sums, saved on a systematic basis, become a 
large sum in an amazingly short time! 


3. Start saving automatically by signing up today 
in the Payroll Savings Plan where you work or 
the Bond-A-Month Plan where you bank. You 
may save as little as $1.25 a week or as much as 
$375 a month. If you can set aside just $7.50 
weekly, in 10 years you’ll have bonds and interest 
worth $4,329.02 cash! 


You'll be providing security not only for 
yourself and your family, but for the blessed 
free way of life that’s so important to us all. 
And in far less time than you think, the finan- 
cial independence the Nysses enjoy will be 
yours to enjoy as well! 


FOR YOUR SECURITY, AND YOUR COUNTRY’S TOO, SAVE NOW— 
THROUGH REGULAR PURCHASE OF U. S. SAVINGS BONDS! 
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O.P.S. Regulations to be Ex- 
plained at F.E.M.A. Meeting 


Hon. Harold Leventhal, Office of 
Price Stabilization, will speak at the 
F.E.M.A. meeting May 22. 


FTC Survey of Powdered 
Citrus Flavoring Products 


In a report to members John S. 
Hall, counsel for the Flavoring Ex- 
tract Manufacturers Assn. points 
out the following: 

During the past several months 
the Federal Trade Commission has 
filed complaints against manufac- 
turers of powdered flavoring prod- 
ucts, alleging, in part, that the bev- 
erage flavoring powders are imita- 
tions and not labeled as such. Also, 
that advertising material depicting 
citrus fruits is false and misleading. 
In most instances, stipulations have 
been entered into with the Federal 
Trade Commission wherein said 
manufacturers agree to cease and 
desist said illegal practices. One of 
the stipulations is as follows: 

The Federal Trade Commission 
entered into a stipulation with Spe- 
cialized Commodities, Inc., New 
York, wherein it was stipulated 
and agreed that the Specialized 





Note this 0. &C. and Ext. D. & C. Col- 
ors for Perfumes, Soaps, Shampoos, Bath 
Salts, Toilet Preparation 


Compounds, 
Woveset, and Brilliantines. Try SAPONINE 
today—the perfect foam producer. 


SAMPLES MATCHED 





beans 
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Commodities, Inc., and its officers, 
stop representing that an artificial 
or synthetic lemon juice powder is 
anything other than an artificial or 
synthetic product. 

One of the essential provisions of 
said stipulation provided in part 
that Specialized Commodities, Inc. 
will not represent the product as 
lemon juice powder unless it 
“clearly and conspicuously” dis- 
closes that it is an artificial or syn- 
thetic product. 

The Federal Trade Commission 
recently filed a complaint against a 
manufacturer, charging in part 
false advertising of Drylem, a bev- 
erage flavoring powder, in that 
same is represented to be made 
solely from lemon juice or lemons. 
The complaint also challenges rep- 
resentations that the flavor of the 
product is that of fresh lemons and 
is derived solely from lemons. In- 
gredients listed, according to the 
complaint, include dehydrated 
lemon juice, dehydrated whole 
ground lemon, oil from lemon rind, 
corn syrup solids, citric acid and 
calcium phosphate. 

The Federal Trade Commission 
likewise has filed a complaint 
against a manufacturer of an 
orange flavored beverage, alleging, 


HOW TO Solve YOUR COLOR PROBLEM 


IN THE QUICKEST POSSIBLE WAY 


CHEMICAL 








agents 











Eastern Representatives of Wm. J. Stange Co., Chicago, Ill. 


LEEBEN 


co., 
389 WASHINGTON ST., NEW YORK 13, N. Y. 


Useful Books on Flavor 


Flavor by Ernest C. Crocker. 
Philosophy of flavor perception, chemistry of flavoring 
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Synthetic Food Adjuncts by Morris B. Jacobs, Ph.D. 
Synthetic food colors, flavors, essences, sweetening 
agents, stabilizers and similar food adjuncts .. $6.25 






Moore Publishing Co. 9 E. 38 St. New York, 16, N. Y. 


in part, that the advertisements dis- 
seminated by the company are false 
and misleading in that counter dis- 
play cards contained promotional 
statements superimposed on pic- 
tures of oranges; that by the use of 
such display cards the company has 
represented, and has placed in the 
hands of bottlers and retailers the 
means of representing, that the 
principal ingredient of the bever- 
age is orange juice. 

While simulating the odor, ap- 
pearance and taste of a product 
composed principally of orange 
juice, the bottled beverage derives 
these characteristics chiefly from 
imitation ingredients and it is an 
imitation orange product. The 
complaint further alleges that the 
bottled beverage is made in various 
bottling plants from a_ beverage 
concentrate, an acid solution, and 
a special coloring which are sold to 
the bottler by the respondent com- 
pany. 

“It is my understanding,” Mr. 
Hall adds, “that the manufacturer 
in question is negotiating a stip- 
ulation wherein advertising mate- 
rial will be corrected, and the man- 
ufacturer will not be required to 
label the finished orange beverage 
as an imitation. 


Use F. D. & C. Certified Food 
Colors for Flavoring, Extracts, 
Flavors and all other food 
| products. 


J 





INC. 
TEL.: WALKER 5-0210-0211 


Methods of preventing off flavors in 


BOOK DIVISION 
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Various Ways to Combat Corrosion 


How to avoid contamination of soap stock and possible break- 
I | 


downs due to corrosion... 


.Use of new plastic gaskets and 


synthetic resin coatings with discussion of their relative merits 


ee is a very serious 
menace to the soap manufac- 
turer as it can cause breakdowns, 
which may entail a serious loss of 
output, or contamination of soap 
stock with an inevitable lowering 
of quality. Faced with soaring 
prices of all materials of construc- 
tion and also labour, manufactur- 
ers view major replacements of 
plant due to corrosion with dismay. 
Yet in spite of the seriousness of 
corrosion it is surprising how few 
soap manufacturers take the full- 
est possible precautions to mini- 
mise the attack of expensive and 
hard to replace plant. 


Corrosive Materials Used 


It is not always realised that the 
actual production of soap, han- 
dling of raw materials and process- 
ing of by-products involves the use 
of many corrosive chemicals. 
There are, for instance, fatty acids 
which have mild but nevertheless 
insidious effect on some metals; 
caustic alkalies which attack cop- 
per, brass, bronze and aluminium; 
salt which causes corrosion of fer- 
rous metals; inorganic acids used 
in the treatment of spent lyes 
and certain fat-splitting processes 
which corrode many metals and, of 
course, steam at high temperatures 
and pressures responsible for the 
rusting of ironwork. Added to this 
formidable list are the small quan- 
tities of chemicals known to ex- 
ercise a corrosive effect on metals, 
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e.g., chemical oxidising and reduc- 
ing agents used in the bleaching of 
oils and soap; special additives to 
soap, such as some antiseptics, in- 
secticides, builders etc., and even 
some types of perfume. 

In the processing of fatty acids 
both Monel and Inconel metals 
have proved of great value, the lat- 
ter alloy being superior to nickel 
for autoclaves working at high tem- 
peratures and metals. Monel 
metal gives a better all-round re- 
sult for fatty acid distillation and 
purification equipment than cop- 
per, which at one time was a fa- 
vourite metal for this type of plant. 
The presence of even traces of cop- 
per in fats is liable to cause trouble 
in later processing and during the 
actual storage of soap as the metal 
tends to cause discolouration 
and also to accelerate rancidity 
changes. 

Caustic soda and its solutions 


have little effect on iron at ordin- 
ary temperatures, i.e., up to about 
65 deg. C. but above this a small 
amount of iron is taken into solu- 
tion, the percentage tending to 
increase with rise of temperature 
and pressure. Of all the non-ferrous 
metals nickel is the most resistant 
to caustic solutions and it can be 
recommended as giving the highest 
degree of protection at all working 
temperatures and pressures. Nickel 
clad steel is commonly used for the 
actual soap boiling kettles while 
the heating or steam jets are either 
pure nickel or Monel metal. Nickel 
cast iron is suitable for pumps han- 
dling caustic liquors, also filter 
press plates and other pieces of 
fairly heavy plant. 

Stainless steel is excellent for 
equipment in contact with caustic 
and it is fairly extensively used for 
lining the upper portions of mild 
steel soap kettles, crutchers, mixers, 
orc. 


Plastic Gaskets Useful 


The usual gaskets employed by 
soapers for contact with caustic are 
the asbestos-base type while gra- 
phitized asbestos string is used for 
packing. The new heat stable plas- 
tic, polytetrafluoroethylene — or 
P.T.F.E., although more costly 
than asbestos gives better service 
for packings and gaskets and in the 
long run it is more economical 
P.T.F.E. is already being used in the 
packing in centrifugal pumps 
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Yes, more than 80% of all 
the lemon oil used in the 
United States is Exchange 
Lemon Oil! 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers quality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


OIL OF 


3 & cra © br Distributed in the United States exclusively by 
Es FRITZSCHE BROTHERS, INC. 
UL” om ei P. 76 Ninth Avenue, New York 11, N. Y. 
LE DODGE & OLCOTT, INC. 


180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


Producing Plant: 
Exchange Lemon Products Co., Corona, Calif. 
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AROMATIC CHEMICALS 


and specialties for 
PERFUMERY 
COSMETIC PRODUCTS 
TOILET SOAPS 


CHLOROPHYLLS 
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FLAVOURING ESSENCES 
natural and synthetic for 
FOOD, SWEETS, 
CONFECTIONERY GOODS, 

ICES, LIQUEURS, 
SOFT. OOREKS, ESROLKO LTD. 
TOBACCOS, formerly “‘FLORA'’ established 1899 


DUBENDORF-ZURICH 
etc. Switzerland 
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Use 


NORTHWESTERN 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 
Butyrate sold in this country has been man- 
ufactured by us — proof of the fine quality 


of our product. 


THE LARGEST MAKERS OF BUTYRIC ETHER IN THE WORLD 


The NORTHWESTERN CHEMICAL CO. 


INCORPORATED 1882 WEST CHICAGO, ILLINOIS 
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which handle strong caustic solu- 
tions and are operated at 2000 2. 
p. m. Pumps of this kind have run 
for 16 months without repacking. 
It is interesting to note that poly- 
tetr afluoroethylene finishes are be- 
ing evaluated in corrosion resistant 
coatings on tanks and pipes, in 
which the use of this plastic has 
become feasible only with the de- 
velopment of suspensoids. P.T.F.E. 
can be successfully used over the 
temperature range of—320 deg. F. 
to 550 deg. F. No cement has been 
found for this unusual plastic and 
where sheets are used for lining 
plant they have to be attached by 
mechanical means. This property 
of non-adhesion is being used to 
advantage where a non-sticky sur- 
face is required, such as on the 
walls of spray driers and on con- 
veyors and rolls handling soaps and 
detergent compositions. 

For use at temperatures not ex- 
ceeding 64 deg. C. polyethylene 
and unplasticized or rigid poly- 
vinyl chloride give excellent results 
when in contact with all concentra- 
tions of caustic. Another interest- 
ing thermoplastic for use at tem- 
peratures not exceeding 180 deg. 
F. is polyvinylide ne chloride. This 
is resistant to both concentrated 
and diluted alkalies and to all min- 
eral and organic acids with the ex- 
ception of concentrated sulphuric 
and strong ammonium hydroxide 
and caustic which tend to discol- 
our the surfi ce but produce only 
a negligible change in mechanical 
properties. Polyvinylidene plastics 
possess extremely low water absorp- 
tion and vapour transmission and 
this characteristic accounts for 
their dimensional stability and free- 
dom from warpage under a wide 
range of moisture exposure condi- 
tions. It is suggested that this plas- 
tic may be of interest for pump 
lines carrying caustic lyes from the 
storage tanks to the kettle. 


Synthetic Resin Coatings 


There are, of course, many coat- 
ings based on synthetic resins 
which are now finding service in 
the soap industry. Some of the most 
durable of these coatings are de- 
pendent on modified phe nolic type 
resins which give hard, abrasion 
resistant and durable films on com- 
pletion of their polymerization. 

An interesting new development 
is the use of transparent acrylic 
sheet, about 4 thick, for making 
tanks to hold chemical solutions, 
such as alkaline liquors and chlo- 
rine bleaching preparations. These 
tanks are to some extent replacing 
those made of concrete lined with a 
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conventional sealing solution. One 
advantage of the transparent tanks 
is that no liquid level indicators or 
float mechanisms are required since 
the transparent sheet permits con- 
stant observation of the liquid in- 
side the tank. The main difficulty 
in building these tanks which can- 
not safely be used for the storage 
of liquids above about 90 deg. C. 
is to effect perfectly sound joints 
which, unless absolutely sound, 
have a habit of springing a leak 
after being in use a few weeks. 
There is no doubt that plastics 
are well worth exploring as mate- 
rials of construction for certain of 
the processes in soap manufacture. 


Detection of Cloudiness 
in Liquid Soap 


LARITY in liquid soaps is an 

essential quality and manufac- 
turers attempt to standardise pro- 
duction so as to ensure uniformity 
of output. Of great assistance is the 
new cloudiness detector, known as 
the Purifil. This instrument is able 
to detect suspended solids in concen- 
trations as low as a fraction of one 
part per million. Its operation is 
quite simple. The liquid soap to be 
inspected is by-passed from a suit- 
able point in the process line and 
passed continuously through an in- 
spection chamber. A dial is set to a 
pre-determined acceptance point 
which may be interpreted in parts 
per million. A green light shows 
until this point is exceeded, at which 
time a red light appears, an alarm 
sounds, or a relay actuated remote 
indicator, recording meter, propor- 
tional controller or cut-off valve is 
set in operation. Use of this impor- 
tant detector for the continuous 
production use of high grade liquid 
soaps will cut costs and greatly im- 
prove output. 


Choice of Pine Oil for 
Industrial Soaps 


INE oils with a range of terpene 

alcohol contents are available 
for use in soap manufacture. To 
achieve the best results it is neces- 
sary to choose an oil that mixes 
easily with other soap ingredients, 
is non-staining, safe to handle, low 
in cost and able to penetrate quic kly 
and remove gum and grease. The 
most suitable type of pure oil for 
adding to soaps is a pale coloured 
liquid’ possessing a fragrant but not 
too pungent or sharp smell. The use 
of heavy and tar-containing pine 
oils such as are used as flotation 
reagents, is not economical and 


their employment degrades good 
sOap. 


Factors for Proper 
Storage of Soda Ash 


OSS of alkalinity in soda ash 

and the formation of lumps 
will take place if the alkali is stored 
under bad conditions. Every care 
should be taken to ensure that the 
ash is stored in dry warehouses. In 
particular, bags must not be placed 
direct on concrete floors, which are 
always liable to sweat in damp 
weather, but stacked on wooden 
platforms raised a few inches from 
the floor. It is useful to remember 
that dense soda ash does not ee 
or harden as readily as light ash. : 
a general rule it is alw ays wiinbie 
to store the minimum quantity and 
to make quite certain that the oldest 
ash is used first. 

Bulk storage of ash can be of 
wood, concrete or steel. Suppliers 
generally recommend that storage 
capacity should be at least 114 times 
the amount of ash received in a 
single shipment. This compensates 
for unavoidable delays in transpor- 
tation. The capacity for storage bins 
is recommended to be on the basis 
of 30 pounds per cubic foot for light 
ash and 60 pounds per cubic foot for 
dense ash. 


News of the Industry 


NPA Organizes Fats, Oils 
Claimant Agency 


The National Production Au- 
thority has organized a claimant 
agency, the Chemical Division, for 
fats, oils and fatty acids. Produc- 
tion, supply and demand phases of 
these products will remain in the 
Department of Agriculture. George 
Wrisley, Executive Vice-President 
of the Allen B. Wrisley Co., will 
be in charge. 


Converts Brewery into 
Glycerine, Raw Soap Plant 


The U. S. Brewing Co.’s brewery 
at Red Bluff, Cal., has been con- 
verted into a glycerine and raw 
soap plant at a cost of approxi- 
mately $75,000. A glycerine still, 
rendering kettles and a 50-foot 
drier have been installed for glycer- 
ine production. Owner of the plant 
is Henry Oeste of Woodland, Yolo 
County, also owner of the newly or- 
ganized Oeste Chemical Co. Frank 
Wickham is manager, Otto Brink 
his assistant, and Henry Presby su- 
pervises operations. 
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AMERCHOLS 


are naturally superior 


The AMERCHOLS are surfactants which are NATURALLY good for the 
skin and hair. They are odorless, color free forms of cholesterol and 
related rare sterols which we isolate in purified form from animal 








tissues. They are stable in the presence of acids, alkalies and most 


drugs. 
Try AMERCHOL L-101 in your hair preparations. It is a highly 


effective liquid-cholestero!l penetrant. eh) TTT 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 





Our research laboratories are available to you for advice and information. 
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ZINC STEARATE U. S. P. 
IS BEST FOR DRUGS AND COSMETICS 


1. Backed by the longest commercia! Stearate 5. It enables your face powder to retain the 
manufacturing experience in America .. . same odor that you give it. 

M. W. Parsons—Plymouth, Inc. offer you this new 

product as the finest Zinc Stearate that can be 6. A smooth, light, fluffy texture has been 
made. finally and definitely achieved. 


2. Years of research have made possible a 


: ; Ts este Jependent! »ws the follow- 
particularly white product. Tested independently it shows the follow 


ing results: ARSENIC (Gutzeit and Spectro- 
3. Special production methods . . . developed graphic Test . . . Not Found. LEAD (Spectro- 
over more than a quarter of a century ae jraphic Determination) . . . 1.7 parts per million. 


have made it ODORLESS. 
iterate aerate 8. The reputation and record of M. W. Parsons— 


4. It will not develop offensive odors even if Plymouth, Inc. assure you of Uniformity in all 
kept for a long period. shipments. 


We also manufacture a superlative grade of PELYMOUTH MAGNESIUM STEARATE 


M. W. PARSONS-PLYMOUTH, Inc. 


99 BEEKMAN STREET Telephone BEEKMAN 3-3162—3163—3164 
NEW YORK, N. Y., U.S. A. Cable Address: PARSONOILS, NEW YORK 


A complete line of Cosmetic Raw Materials 
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Luis de Hoyos of Synfleur 
Dies from Heart Attack May 7 


Hon. Luis de Hoyos, interna- 
tional diplomat, known and re- 
spected here and in Europe and 
throughout Latin America; Sulli- 
van County (N.Y.) Republican 
chairman for ten years; vice presi- 
dent and general manager of Syn- 
fleur Scientific Laboratories, Inc.; 
and beloved mayor of Monticello 
died from a heart attack May 7. 

Mr. de Hoyos was born in San 
tander, Spain, in 1893 in a distin- 
guished Spanish family; and was 
brought to this country as a boy. 
He went to Monticello in 1909 and 
was married in 1920 to Miss Marie 
von Isakovics, daughter of the late 
\lois von Isakovics, a chemical gen- 
ius, and Mrs. Mary Upshur von Isa- 
kovics, a descendant of an old and 
distinguished American family. 

In World War I Mr. de Hoyos 
was a first lieutenant. After the war 
he was county American Legion 
commander and also served as state 
vice commander. 

After the death of the late Alois 
von Isakovics, under Mrs. von Isa- 
kovics who carried on the business 
of the Synfleur Scientific Labora- 
tories with which he was associated, 
he assumed more executive respon- 
sibilities. His command of lan- 
guages, his knowledge of the busi- 
ness, his ability to make and hold 
friends, his natural executive ability 
and his ceaseless work all combined 
to build up the business of the com- 
pany particularly in the United 
States, Mexico and Latin America. 

In 1938 he was sent by the U.S. 
Department of State to Santiago, 
Chile, as technical adviser to the 
Inter-American Congress of Muni- 
cipalities. When the session closed 
he started on a speaking tour 
through 25 Latin American coun- 
tries. In 1943 he was appointed 
chairman of the committee for the 
reception of distinguished foreign 
guests for New York state. Over the 
years he also served the state and 
the nation in various other ways. 


& Essential Oil Review 


THE ROUND TABLE - 


Mr. de Hoyos is survived by his 
widow, a son Luis Jr., a daughter, 





Hon. Luis de Hoyos 


Mrs. Rose Marie Dormer, three sis- 
ters and a brother. Funer ‘al services 
were held at St. Johns Protestant 
Episcopal Church, Monticello. 

Mr. de Hoyos was one of the 
most colorful and one of the most 
beloved men in the industry. His 
progressive and upright business 
methods, his high character, his 
charming and dynamic personality, 
his ideals, his courage and _ his 
boundless enthusiasm won _ the 
friendship of ex-President Herbert 
Hoover, former Secretary of State 
Sumner Welles and other distin- 
guished men and women in public 
life and in the world of commerce. 
He was a strenuous and an inde- 
fatiguable worker; and that cou- 
pled with his inherent kindness 
and desire to help others, was a 
factor in bringing on his first heart 
attack several years ago. From then 
on he reduced the pace at which he 
had been working but despite his 
desire for retirement from public 
office he was drafted for mayor for 
the eighth time by his fellow towns- 
men, and again filled the position, 
just as he did everything else, with 
enthusiasm; for he liked to serve 
and help others. 








American Perfumer Moves 
Editorial, Advertising Offices 


The American Perfumer has in- 
stalled its editorial and advertising 
offices in the new quarters of the 
Moore Publishing Co. at 48 West 
38th Street, New York 18, N.Y. 
Telephone: LOngacre 5-3320. 


Program for Society of Cosmetic 
Chemists Meeting May 18 


The following program has been 
announced for ‘the meeting of the 
Society of Cosmetic C hemists i in the 
Biltmore Hotel, New York, N.Y., 
May 18. 

The business sessions will start at 
9:30 a. m. after registration during 
the previous hour. 

The following papers will be 
presented at the morning session: 

‘Evaluation and Testing of Nail 
Lacquers,” Dr. Henry : Wing 
Northam Warren Corp. 

“Spectrophotometry in the Anal- 
ysis of Cosmetic Products,” Dr. G. 
Robert Clark, Food & Drug Admin- 
istration. 

“The Use of the Potentiometer 
in the Evaluation of Cosmetic 
Creams,’ George A. Fuller, Har- 
riet Hubbard Ayer. 

“Method for Evaluation of Lip- 
stick and Face Powder,” Dr. Herbert 
Heinrich, Kolmar Laboratories. 

Luncheon will be held at 12:30; 
and the afternoon session will start 
at 2 pm. The following papers 
will be presented: 

“Consumer Tests and Consumer 
Acceptance,” Dr. Erwin DiCyan, 
DiCyan & Brown. 

“Study of the Mechanism and the 
Evaluation of Antiseptic Action,” 
Dr. Herbert L. Davis, Ethicon Su- 
ture Lab. 

“Skin Testing of New Cosmetic 
Products,” Dr. Louis Schwartz, 
Washington, D.C. 

“Stability Testing of Low Pres- 
sure Aerosols,” Eugene Rose, G. 
Barr & Co. President E. G. Mc- 
Donough will preside at the ses- 
sions. 
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T.G.A. Announces Final 


Convention Schedule 


Ihe final program schedule for 
the 16th annual convention of the 
Toilet Goods Assn., Inc. has been 
formulated. The convention will 
be held at the Waldorf Astoria ho- 
tel, New York, N.Y., Tuesday May 
15 through Thursday May 17. 

Tuesday’s morning session will 
open at 10:00 A.M. with reports by 
treasurer Philip C. Smith and presi- 
dent Joseph Keho. A panel discus- 
sion by the T.G.A. staff under mod- 
erator H. L. Brooks, honorary 
chairman of the board of directors, 
will follow. S. L. Mayhem, H. D. 
Goulden, Hugo Mock, F. Weaver 
Myers, and John Patterson Currie 
are the panel members. 

Luncheon, at 12:30 P.M., will 
feature presentation of plaques to 
winners of the Charles S. Welch 
Packaging Award for 1950 by Ben- 
son Storfer, chairman of _ the 
Charles S. Welch Award Commit- 
eee. 

The afternoon session will start 
at 2:00 P.M. with a merchandising 
panel under the presidency of 
Donald L. Bryant. Its subject is 
“New Trends in Distribution and 
How They Will Affect the Cos- 
metic Industry.” The panel will 
consist of E. B. Weiss, director of 
merchandising for Grey Advertis- 
ing Agency; Earle Lifshey, manag- 
ing editor of Retailing Daily; John 
W. McPherrin, editor of American 
Druggist Magazine; Frazer V. Sin- 
clair, publisher of Beauty Fashion 
Magazine; and Mrs. ‘Charlotte 
Montgomery, author of “The 
Woman’s Viewpoint” in Tide and 
‘Family Fun” in Red Book Maga- 
zine. 

Wednesday’s morning _ session 
will feature a panel discussion on 
the subject “Prospects for Adequate 
Supplies of Materials and How 
They Will Affect the Cosmetic In- 
dustry.” George A. Holloway will 
be the moderator. The panel will 
consist of the following represen- 
tatives of the various industries: 
glass: J. H. Majesky, manager of 
the cosmetic ware and small bot- 
tles and jars department of Hazel 
Atlas Glass Co.; metal and plastic 
closures: George S$. Babcock, sales 
manager of the closures and _ plas- 
tics - division, Owens-Illinois Glass 
Co.; folding boxes and _ paper; 
Leonard Dalsemer, president of 
Lord Baltimore Press; corrugated: 
Arthur J. Brewster, general sales 
manager of the containers division 
of Robert Gair, Inc.; plastics: presi- 
dent Stanley Sapery of the Stanley 
Sapery Co.; pigments, dyes and in- 
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termediates: Eric Blackstead, sales 
representative of Ansbacher Siegle 
Co.; heavy chemicals, minerals, 
etc.: Paul Hiller, manager of the 
products development department 
of Innis Speiden Co.; general: S. L. 
Mayham, executive vice-president 
of T.G.A.; aromatics and essential 
oils: John Montgomery, vice-presi- 
dent of Fritzsche Brothers, Inc. 

Luncheon will be held at 12°99 
P.M. The winner of the Cecil 
Smith Memorial Golf Tournament 
will be presented with a trophy. 

The afternoon session will start 
at 2:00 P.M. and will be a closed 
meeting for manufacturers. The 
T.G.A. Board of Directors will also 
hold a meeting. 

Thursday’s sessions will be de- 
voted to a meeting of the scientific 
section of the T.G.A. Its program 
will start at 10 A.M. Papers will be 
presented on the following sub- 
jects: “An Instrument for Measur- 
ing the Lustre of Hair,” by W. E. 
Thompson and C. M. Mills, of the 
Colgate-Palmolive-Peet Co.; “The 
Effect of Hard Water and Sea Wa- 
ter on the Effectiveness of the 
Cleansing Action of Shampoos,” by 
G. Barnett and D. H. Powders, Ph. 
D., of Warner-Hudnut, Inc., New 
York, N.Y.; “The Calculated Risk 
in Cosmetic Formula Changes” by 
L. W. Hazleton, of Hazleton Labo- 
ratories, Falls Church, Va.; “The 
Analytical Chemist in the Cosmetic 
Industry,’ ’ by G. Robert Clark, Ph. 
D., chief of the Food and Drug cos- 
metic section, Washington, D. C. 

A vice-chairman of the scientific 
section will be elected during this 
session. 

Simultaneously, on ‘Thursday 
morning, a meeting of the Frag- 
rance Foundation, Inc. will be 
held. The program will be an- 
nounced by that organization. 

Thursday afternoon session will 
commence at 2:00 P.M. with a 
presentation by Louis C. Barail, 
M.D., of his paper “Skin Tests vs. 
Drug and Cosmetic Manufactur- 
ers.” The other papers which will 
follow are “Antiperspirant: Auxil- 
lary Method of Determining Effec- 
tiveness,” by W. G. Fredell and 
R. R. Read, Lambert Pharmacal 
Co., St. Louis, Mo.; and “Problems 
Encountered in the Perfuming of 
Aerosols.”” by Victor Di Giacomo, 
of the Givauden-Delawanna, Inc., 
New York, N.Y. 

The convention committee con- 
sists of Karl Voss, chairman, A. R. 
Ludlow Jr., Roy Brown, Jr., Paul 
Forsman, Philip E. Haebler, Mi- 
chael Lemmermeyer, Frederick J]. 
Lueders, Ivar M. Malmstrom, Lam- 
son M. Scovill and j. H. R. 
Stephenson. 


Firms in Operation in 1950 
Need Not Make Quota Report 


The National Production Author- 
ity of the U. S. Department of Com- 
merce has announced that business 
firms, government agenc ies or pub- 
lic or private institutions which 
were in operation in 1950 need not 
make reports of quarterly quotas to 
NPA on materials used for main- 
tenance, repair and operating sup- 
plies (MRO). 


Orchid, Foliage Shipper 
Moves Sales Office 


Flowers of Hawaii, Ltd., shipper 
of orchids and tropical foliage, has 
moved its general sales offices from 
2016 Wilshire Blvd. to 670 South 
Lafayette Park Place, Los Angeles 
5, Cal. 


NARD Secures N. Y. Wholesalers’ 


Promotion Cooperation 


Leading New York wholesalevs 
promise cooperation with the Cav- 
alcade of Stars promotion at a 
meeting called by the NARD. Bob 
Sherwood, sales manager of Long 
Island Drug, emphasized the need 
of selling the drug store as the best 
place to buy beauty products. 


Angelique and Co. Adds 
Three to Sales Staff 


Angelique & Co., Inc. has added 
three sales representatives to its 
staff. Donald Bennett will cover 
part of the Southwest, including 
Oklahoma, Arkansas, Louisiana, 
Mississippi and most of Texas; 
Frank Giles has been named to rep- 
resent the firm in Washington, Ore- 
gon and portions of Idaho, and F 
M. Hutchins will handle Montana, 
Utah, Idaho, and a few cities in 
Nevada. 


U.S. Industrial Chemicals 


to Build Allethrin Plant 


U. S. Industrial Chemicals, Inc. 
has announced plans for the con- 
struction of a plant for the pro- 
duction of allethrin, a chemical 
with some of the properties of natu- 
ral pyrethrum, oldest of all insecti- 
cides. 


Wholesale Druggists 
Set Fall Meeting 


The annual meeting of the Na- 
tional Wholesale Druggists’ Assn. 
will take place October 13 through 
18 at the Shamrock Hotel, Hous- 
ton, Texas. 
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Heyden Expands Activities of 
Technical Development Division 


Heyden Chemical Corp. is ex 
panding the activities of its toch 
nical development division to in- 
clude regular representation in 
Washington. 

Dr. Franklin T. Peters, manager 
of Heyden’s Market Development 
Department, will spend two days 
a week in Washington to provide 
special service for defense agencies. 

Dr. A. L. Davis has been assigned 
to the market research section of 
the Heyden Market Development 
Department; Ely Balgley has been 
appointed group le: ider in charge 
of the Applications Group of the 
department; B. H. Silverman, for- 
merly of the Mellon Institute, has 
joined the Applications Group as a 
chemist. 


Frank Dittrich chairman of 
Import Committee of E. O. A. 
Frank Dittrich has been ap- 
pointed a member of the execu- 
tive committee of the Essential Oil 
Assn. and is chairman of the im- 
ortant import committee. He has 
een associated with Ungerer & 
Co. since 1942 and is now 
chief auditor and credit manager. 


Soap & Glycerine Producers 
Set 1952 Convention Dates 


The Assn. of American Soap & 
Glycerine Producers has scheduled 
the next annual soap industry 1952 
convention to be held at the Wal- 
dorf-Astoria hotel, New York, N.Y. 
on January 22 and 23. Details were 
discussed at a recent meeting of 
the convention committee, headed 
by M. L. Westering of Swift & Co., 
in New York. Tentative plans for 
the 1953 convention were set for 
January 28 and 29 at the same hotel. 


Psychology Professor Believes 
Blue, Green Objects Look Larger 


An article by Tom Huddleston 
on color in a recent New York 
Times magazine issue may inter- 
est manufacturers considering a 
change in package appearance. 
Blue and green objects tend to ap- 
pear bigger to most people than 
red or yellow objects, Dr. Harry 
Helson, Brooklyn College psychol- 
ogy a is quoted as saying. 
Brighter objects generally appear 
larger than dark ones, children 
seem to pay most attention to yel- 
low, older people to blue. Color 
consultant Faber Birren asserted 
that red is difficult, pink and pale 
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green easily distinguished out of 
the corner of the eye. The most 
vivid of colors is black on yellow, 
not black on white, according to his 
findings. 


F. Remington Elected Peerless 
Co. President for 21st Year 


Frederic Remington has_ been 
re-elected for the 21st consecutive 
year as president of Peerless Tube 





Frederic Remington 


Co., Bloomfield, N.J. He joined 
in 1927, becoming president for his 
first term in 1930. He was presi- 
dent of the Collapsible Tube Man- 
ufacturers Assn. from 1937 to 1943. 

All directors were re-elected at 
the stockholders’ meeting of the 
firm’s annual gathering. 

Theodore W. Schmitt continues 
as director, vice-president and sales 
manager; Newell G. Neidlinger as 
director and vice-president; and 
Franklin P. Russell as director and 
secretary. 


Helen Neushaefer Contest 
Winners to Be Announced June 1 


Winners of the Helen Neu- 
shaefer hand beauty contest will be 
announced around June |. The 
prize is a trip to New York or 
Hollywood. Sole restriction is that 
the winning hand must belong to a 
girl who works, actresses and pro- 
fessional models excluded. 


Fleuroma Announces 
Change of Address 


Fleuroma, Inc., intends to move 
from 73 Sullivan Street to 40 West 
2ist Street, New York, N.Y., in the 
near future. The 12-story manufac- 
turing and office building at that 
address _ been purchased by the 
Friborg Corp., Fleuroma’s wholly 
owned subsidiary. 


Self Service Selling Increases 
Sales By 25% In Scotland 


Toiletries, soaps, detergents, 
cleaning materials and allied prod- 
ucts are being given increasing 
prominence in self-service stores 
here—largely sponsored by the 
Coops. Overall experience is that 
the system increases sales by some- 
thing like 25 per cent as against 
comparable period sales in previ- 
ous shops. While the majority of 
self service units are converted 
shops the most recent are specially 
built units incorporating all the les- 
sons acquired by operation of the 
converted units. 

Latest ideas include a forecourt 
cr foyer between the portcullis type 
grille gate and the swing doors to 
the store, proper. This gives space 
for pram parking which avoids clut- 
tering of the store. The interior ar- 
rangement has a 64 rack fitment, 
open to the customer and to the as- 
sistants at the pass-out desks. The 
entering customer puts her shop- 
ping bag into the numbered com- 
partment and the assistant, on the 
other side, reverses the process when 
she brings back her wire basket full 
of groceries, soap, cleansers and 
toiletries. 

Display is mainly on gondola 
type floor fitments and in most of 
the modern units entire floor areas 
are being given up to toiletries, 
soaps etc. 

Pilfering is a negligible feature 
according to trade experience here 
while the improved vision has un- 
doubtedly increased sales. The 
Coops are meantime the main 
sponsors of the system. 


Shulton Set for 12th Father’s 
Day Promotion of Old Spice 


Shulton, Inc. will continue its 
Father’s Day advertising and point- 
of-sale promotion of its Old Spice 
line for the twelfth consecutive 
year. Four color advertisements in 
national magazines, package win- 
dow displays and counter cards will 
be employed. 


Seeman Bros., Airkem to 
Stop Deodorant Claims 


Seeman Brothers, Inc., and Air- 
kem, Inc., both of New York, N.Y.., 
have agreed to stop claiming their 
products, Air-wick and Airkem end 
odor problems. The agreement 
was reached in stipulation with 
the Federal Trade Commission. 
Henceforth the manufacturers will 
only claim that their products seem 
to freshen the air. 
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Department of Agriculture 
Clarifies Castor Oil Use Order 


The recent DFO No. 1 Order of 


the Production and Marketing Di- 
vision, Department of Agriculture, 
restricting the quantities of castor 
oil that may be used in specified 
products, contains the following 
exemption for small users: 


“*#***this order shall not ap- 
ply to any person during any 
calendar quarte! if the agegre- 
gate quantity of castor oil used 
by him during such calendar 
quarter does not exceed the 
smaller of (1) 1260 pounds, 07 
(2) the quantity used by him 
during the base period or 60 
pounds, which ever is the 
greater.” (underscoring  sup- 
plied) 


The Production and Marketing 
Division interprets this provision to 
mean that if a company used 1260 
pounds or less of castor oil in the 
last three months of 1950 it can 
keep on using that amount under 
this exe mption. However, if a com- 
pany used more than 1260 pounds 
of castor oil in the last three 
months of 1950, it must limit its 
use in accordance with the percen- 
tage cuts provided for by the order. 
This interpretation, if adhered to, 
will bring about inequities in some 
cases. For instance, a cosmetic 
producer who used 1500 pounds of 
castor oil in the last 3 months of 
1950 is limited by the order, in the 
present quarter, to 30%, of such 
usage or 450 pounds. W hereas, an- 
other cosmetic producer who used 
1000 pounds of castor oil in the 
last 3 months of 1950 can keep on 
using that amount (1000 pounds) 
in making cosmetics since it is un- 
der the amount (1260 pounds) spe- 
cified in the small user exemption 
clause. 

Production and Marketing Divi- 
sion officials realize that this inter- 
pretation of the small users ex- 
emption may work a hardship on 
some companies who, by applying 
the percentage cut provided for, 
will end up with a permitted use 
of castor oil less than 1260 pounds 
per calendar quarter. They point 
out that the order provides that 
any person who considers that com- 
pliance with DFO No. | would 
work an exceptional or unreason- 
able hardship on him may file a 
petition for relief setting forth the 
pertinent facts, the nature of re- 
lief sought and the justification 
therefor. Petitions for relief should 
be sent to George L. Prichard, 
Director, Fats and Oils Branch, Pro- 
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duction and Marketing Division, 
Department of Agriculture, Wash- 
ington, D.C. 





Laraine Day tours the Northam Warren 
Corp. plant at Stamford, Conn., with 
executives (left to right) Northam Warren, 


Jr., vice president and general manager, 
Northam Warren, president, and John C, 
Gamobles, chairman of Northam Warren, 
Ltd., England. The concern will sponsor 


Miss Day’s new television network show. 


Armour & Co o. Pee to Market 
Dial Shampoo Nationally 


Armour & Co. is testing its new 
Dial deodorant shampoo in New 
Orleans. The 13 week campaign 
employs newspaper and_ color 
comic section advertising, radio and 
television commercials. The con- 
cern intends to market the product 
nationally following completion of 
the test. Sister product of Dial soap, 
Dial shampoo is a synthetic deter- 
gent containing hex: ichlorophene. 
It is said to contain an ingredient 
to reduce the drying effect of the 
detergent. Packaging is a_ plastic 
squeezable bottle. 


Colgate-Palmolive Sponsors 
New Television Program 


Colgate-Palmolive-Peet Co. _ is 
sponsoring the Monday, Wednes- 
day, and Friday broadcasts of the 
new television version of ‘Strike It 
Rich” over CBS-TV. 


Mennen Product Exempt 
from Excise Tax 


The Bureau of Internal Revenue 
has ruled that Quinsana, product 
of Mennen Co., Newark, N.J., with 
its new labeling is not subject to 
the retailer’s excise tax. 


Hudnut Sales to Market 
New Hair Dye Product 


Hudnut Sales Co., subsidiary of 
William R. Warner & Co., intends 
to market a new hair coloring prod- 
uct. 





Sun Tube of Bristol-Myers 
Plans New Factory 


Sun Tube Corp., Bristol-Myers 
Inc. subsidiary, is making prepara- 
tions for a new plant in Washin 
ton, N.J. J. D. Martin, vice-presi- 
dent of Sun Tube, will be in over- 
all charge and Alexander Ballard 
will be its resident manager. 


Goya To Introduce Its 
Perfume Line in U.S 


Goya, Inc., a subsidiary of the 
British Goya Ltd., is preparing to 
introduce its perfumes in the 
United States. The concern is plan- 
ning to start a test campaign in a 
midwestern city, probably Milwau- 
kee. 


Artra Cosmetics, Ine. Starts 
Huge Advertising Campaign 


Artra Cosmetics, Inc. is featur- 
ing its odorless cream depilatory 
Imra in a nation-wide newspaper 
and magazine advertising cam- 
paign. Daily newspapers and Sun- 
day magazine sections in the na- 
tion’s major centers are being used 
during May, while magazine space 
will be employed during June, 
July, and August. 


Woman’s Home Companion 
Carries Cosmetics Story 


The June issue of Woman's 
Home Companion carries a fea- 
ture story stressing the purposes, 
and advantages of different cos- 
metic articles. Entitled ‘““The Com- 
panion Way To Be Neater and 
Sweeter,” it covers such products 
as soaps and detergents, bath salts, 
oils, essences, bubble baths, dust- 
ing powders, talcum, colognes, 
body lotions, depilatories, creams, 
deodorants and anti-perspirants, 
perfumes, sachets and toilet waters. 


Colgate-Palmolive Sets 
Record World Sales 


World sales of the Colgate-Pal- 
molive-Peet Co. totaled 105,000,- 
000 during this year’s first quarter. 
President E. H. Little warned 
stockholders that he expected the 
April volume to be lower than the 
monthly average due to stock-pil- 
ing by retailers and consumers fol- 
lowing the outbreak of the Korean 
war. 

Mr. Little stressed the import- 
ance in the soap business of re- 
search along chemical lines, and 
stated that the current budget al- 
lows $3,600,000 for that purpose, 
compared to $300,000 spent on it a 
decade ago. 
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Avon Products Opens 
New Montreal Plant 


One of the latest highlights in the 
cosmetic industry is the new manu- 


facturing laboratory recently 


opened by Avon Products at 225 
Liege St. West, Villeray Ward, 
Montreal, Canada. The private 


brand manufacturing facilities have 
been greatly expanded. 

The new plant which occupies 
over 64,000 square feet, is one of 


Ihe fibers are intended to trap the 
particles as the air is passed 
through a jungle of passages. 


Melodie Cosmetics Now Sold 
in All Parts of Canada 


Melodie cosmetics, 
by Fieldwell Products Ltd., Mon- 
treal, Canada, in 1950 are now be- 
ing distributed on the Pacific coast 
and the _ prairie 
Canada. 


introduced 


provinces of 





New Canadian plant of 


Avon Products in 


Montreal is well equipped for efficient 


operation and employees’ comfort. 


the most complete laboratories for 
the research and manufacturing of 
all types of cosmetics, toiletries, 
and allied products. 

Besides having the very latest in 
equipment and production lay-out, 
it has provided the most modern 
working conditions for a large staff 
of its employees. There is a private 
cafeteria and complete mainten- 
ance on the premises 

The executive offices of Avon 
Products of Canada Ltd. are located 
in the Dominion Square Building, 
Montreal, under the direction of 
Charles Bean, general manager. 
Fred Fusee is production manager 
of the new Canadian manufactur- 
ing laboratory. John A. Ewald of 
New York City is the president of 
Avon. 


Cambridge Corp. to Market New 
Type of High Efficiency Filter 


A new company, Cambridge 
Corp., has been formed to manu- 
facture an air filter originally used 
by the Atomic Energy Commission 
to prevent radio-active particles 
from entering the atmosphere. De- 
veloped by Arthur D. Little, Inc. 
the filter is designed to keep the air 
sterile or dust free. Tests are said 
to show that, where conventional 
filters may pass as many as 1000 to 
3000 particles, the new filter would 
pass only a single one. The filter 
consists of accordion-wise folded 
feltlike paper containing minute 
asbestos fibers, fitted into a frame. 
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New Patent covers Use of 
Esters as Deodorants 
Kilgore Chemicals, Inc., 
ington, D.C. 
ent 254 1093. 


Wash- 
» has been assigned pat- 
covering the use of 
esters of methacrylic acid and its 
derivatives, such as lauryl metha- 
crylate, as atmospheric deodorants. 
The patent claims that the esters 
actually destroy objectionable 
odors. The compound uses non- 
polar organic liquids, such as de- 
odorized kerosene or light mineral 
oils of medium boiling range, as 
solvents, and a propellant gas for an 
extremely dispersed colloidal aero- 
sol. The hydrocarbon oils are em- 
ployed to stabilize the esters and 
to prevent self-polymeration of the 
acrylates following evaporation of 
the solvent. 


Atlas Powder Co. Reports 
$536,447 Sales for Quarter 


Net earnings of the Atlas Pow- 
der Co., Wilmington, N.J., for the 
quarter ending March 31 totaled 
$536,447, or 86 cents per share. For 
the same quarter of 1950 net earn- 
ings amounted to $331,995, or 63 
cen‘s per share. Stock was split 
two-for-one in July, 1950. 


National Magazine Runs 
Cosmetics Use Article 


Today's Woman is featuring an 
article on the use of cosmetics, en- 
titled “The Air of Luxury” in its 
May issue. 


Excise Tax Increase Leads 
To Increased Cosmetic Prices 


Canadian trade circles expect 
that an increase in the retail prices 
of perfumes, cosmetics and beauty 
preparations will follow immedi- 
ately on the increase from 15 to 25 
per cent in excise taxes on these 
products announced by Minister of 
Finance in the course of tabling 
Canada’s new budget on the night 
of April 10. It is believed the new 
prices will directly — reflect the 
amount of the increased excise 
taxes and will go into effect with- 
out delay. 

Officials of the 
Manufacturers’ Assn. representa 
tive of leading Canadian manutfac- 
turers of toilet goods, expressed 
concern lest the public misunder- 
stand the reasons for the price rise 
of their products. “Even before the 
increase in excise taxes our prod- 
ucts were subject to an excise tax 
of 15 per cent in addition to the 
usual 8 per cent federal sales tax 
on manufactured goods,” said a 
prominent member of T.G.M.A. 

Retail prices of toilet goods con- 
tain these taxes in addition to man- 
ufacturing and selling costs. Con- 
sequently an increase in taxes must 
produce a corresponding increase 
in retail prices, since today’s high 
manufacturing costs make it impos- 
sible for either the manufacturer or 
retailer to absorb this increase in 
taxation. 

This does not indicate high 
profit margins, but it does reflect 
the desire of the cosmetic manufac- 
turers, engaged as they are in a 
most competitive field to retain a 
market for their merchandise and 
serve the consumer as intelligently 
and economically as possible. 

A recent survey of drug store 
items including toilet goods has 
shown an average price increase of 
only 22 per cent since 1939. This 
increase is less than the rise in price 
of any other class of consumer 
goods in the same period. 


Toilet Goods 


Pharmaceutical Association 
Schedules Convention 


Members of the American Phar- 
maceutical Assn. will gather at the 
Statler Hotel, Buffalo, N.Y., Au- 
gust 26-31. 


F. A. Vorhes, Jr. Heads 
FDA Food Division 


Frank A. Vorhes, Jr. has been 
appointed chief of the food divi- 
sion of the Food and Drug Admin- 
istration, 
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Michigan Group Hears Former 
Phillipine Guerilla Commander 


Robert Lapham, Commander of 
Guerilla forces in the Phillipines 
during World War II talked about 
his experiences in that theatre of 
operations before a meeting of the 
Chemical and Allied Industries 
Assn. of Michigan on April 30 at 
the Leland hotel, Detroit, Mich. 


Among Our Friends 


LESLIE A. SAUERS has been 


appointed sales manager of the re- 





Leslie A. Sauers 


tail division of Helene Curtis In- 
dustries, Inc., Chicago, Ill. He was 
formerly national field sales man- 
ager of the Pepsodent Division, 
Lever Bros. 


RUSSELL H. DUNHAM, first 
president and first chairman of the 
board of Hercules Powder Co. was 
honored April 2 7 for his leadership 
in the creation of the company’s re- 
search laboratories in Wilmington 
in 1930. The ceremonies took place 
at a luncheon at the Hercules 
Country Club and marked the 
twentieth anniversary of the open- 


ing of the Hercules experiment 
station. 


MISS KAY BROWN, has been 
appointed to the United States 
executive staff of Yardley of Lon- 
don, Inc. She was formerly with 
Bloomingdale for five years and 
with Kresge-Newark, New Jersey 
department store for 12 years. 


MISS HARRIETT H. HIGGIN- 
SON has been named treasurer and 
has been elected to the board of 
directors of Stoppers, Inc., New 
York, N.Y. She formerly served as 
general manager of the Custom 
Products Division of RCA Victor, 
and as merchandising and promo- 
tion executive at Montgomery 
Ward, Inc. for ten years. 
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DR. HUGO F. SCHAEFER, 
treasurer of the American Pharma- 
ceutical Assn. and dean of the 
Brooklyn College of Pharmacy, has 
been named to receive the 1951 
Remington Medal. The award, 
given by the APhA’s New York 
branch will be presented at a din- 
ner in New York in the fall. 


LOUIS BEZARD has resigned as 
vice-president of Parfums Schiapa- 
relli. He has been connected with 
the company since 1944 and was 
previously associated with Houbi- 
gant. Mr. Bazard will temporarily 
maintain an office at the agency 
of Robert W. Orr & Associates, 4 
West 58th Et., N.Y. 


MISS ROSE LAIRD, of the R. 
H. Laird Manufacturing Co., Inc., 
New York, N.Y., was presented 
with a national achievement award 
at the First Assembly of American 
Women of Achievement, sponsored 
by the Boston Chamber of Com- 
merce on May 15. She is one of 25 
women thus honored. 


WILLIAM T. MAY, Jr. has 
been elected a vice president of 
Robert Gair Co., Inc., New York, 
N.Y. He will be in charge of con- 
tainer operations. Mr. May is a na- 
tive of New London, Conn., a 
graduate of Fordham University 
where he was captain of the foot- 
ball team, and also played baseball 
and basketball. In World War I he 
served in the Army as a lieutenant, 
spent two years in France; after 
that he pl: ryed professional football 
through New England for two 
years until joining Gair. 


PHILIP CORTNEY, president of 
Coty Inc., spoke on the Schuman 
plan as it affec ts chemical industries 
at a joint meeting of the Societe de 
Chimie Industrielle, Inc. and 
French Engineers in the United 
States, Inc. on April 19 at the New 
York Cultural Services Building of 
the French Embassy. 


GEORGE MCMILLAN, Bristol- 
Myers vice-president, delivered a 
lecture on marketing and advertis- 
ing at a metropolitan student mar- 
keting conference sponsored by the 
New York chapter of the American 
Marketing Assn. on April 25. 


JOSEPH BENSLER has been 
appointed marketing service man- 
ager of the Pepsodent Division of 
Lever Bros. Co., New York, N.Y. 
He will be responsible for coordi- 
nating sales records, forecasts, bud- 
gets, actual expenditures and _pro- 
duction schedules. He joined the 
company May 1943 in Chicago. 


DR. FOSTER D. SNELL, presi- 
dent of Foster D. Snell, Inc., New 
York, N.Y., will present three papers 
before the Third World Petroleum 
Congress to be held at The Hague, 
Netherlands, May 28 through June 
6, 1951. All three papers, written 
in collaboration with members of 
the Snell staff, are on different 
phases of detergents as they are 
produced from raw materials of the 
petroleum industry. 


ARTHUR A. MULLIGAN, one 
of the founders and the first presi- 
dent of the Cosmetic Industry Buy- 
ers and Suppliers Assn., has been 
appointed a member of the sales 





Arthur Mulligan 


organization of the Felton Chemi- 
cal Co., Inc., Brooklyn, N.Y. He 
will specialize in basic flavoring 
and perfumery materials, essential 
oils and aromatic chemicals. 


JEAN DESPRES, executive vice- 
president of Coty, Inc. has cele- 
brated his thirtieth anniversary 
with that firm. Mr. Despres was 
elected executive vice-president last 
October. 


Obituaries 


Dr. William Procter 


Dr. William Procter, 78, scien- 
tist and a director of Procter & 
Gamble, Cincinnati, Ohio, died 
April 19. He organized the Procter 
and Borden firm in 1902, retiring 
in 1920. 


Charles E. Whitten 


Charles E. Whitten, 62, president 
of Gair Ci ., Canada Ltd., Tor- 
onto, died April 18. Mr. Whitten 
became president and _ general 
manager of the company last June, 
and was subsequently also elected 
a director of Robert Gair Co., Inc., 
New York. Mr. Whitten has previ- 
ously been vice president, treasurer 
and director of the Candian com- 
pany since its inception in 1934. 
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RADE in most raw materials 

slackened off over the past 
month as manufacturers, dealers, 
and importers anxiously awaited a 
more specific price ceiling order 
from the Office Of Price Stabiliza- 
tion. A number of seasonal items 
namely fruit flavors, citrus oils and 
those specialties that go into contfec- 
tions and soft drinks prove the ex- 
ception. Buyers of these items nor- 
mally anticipate their requirements 
at this time of the year so as to be 
prepared for the seasonal upswing 
in the call for their finished prod- 
ucts when the summer arrives. Oils 
that go to the pickling trade were 
likewise meeting with a fairly good 
inguiry but shortages and high 
prices served to make business diffi- 
cult. 


Lemon Oil Situation Serious 


The supply outlook in lemon oil 
is regarded as serious, and with 
little or no orange oil available 
from Florida this year, this particu- 
lar flavor may also prove to be more 
difficult to obtain as the consumer 
season gets underway. The shor tage 
of lemon oil is attributed to price 
controls. Dealers with low price 
ceilings have not been able to meet 
the high costs of imported oil from 
Italy and this has placed a heavier 
burden on the call for the Califor- 
nian product. In the case of orange 
oil, many buyers are feeling a sup- 
ply pinch because of an absence of 
any sizeable offerings from Florida. 
Prior to 1950 such large quantities 
of orange oil were produced in Flo- 
rida that the market was highly 
competitive. The supply position 
in lemon is such that lemon terp- 
enes have become scarce and high 
in price. The terpenes are used to 
impart a lemon odor in soaps. 


Bergamot Oil Tighter 


Spot prices on bergamot oil have 
failed to reflect the increasingly 
tighter supply position here or the 
recent sharp rise in replacement 
costs from Italy. Price regulations 


& Essential Oil Review 


Raw Materials Trade Slackens 


prevented local dealers from mov- 
ing up their selling prices, and as 
their stocks became depleted, they 
were forced to withdraw offers of 
the article. On the basis of replace- 
ment costs in Italy, bergamot oil 
would have to sell here at between 
$11.00 to $14.00 per pound accord- 
ing to reports. Italy is the only sup- 
plier of this perfume oil. The Con- 
sertium, realizing that it is impos- 
sible to obtain better prices for its 
oil from United States buyers, is re- 
leasing greater quantities to other 
countries. Price ceilings have also 
had an adverse influence upon 
trade in such important oils as 
citronella and lemongrass from In- 
dia. 


Peppermint Prices Down 


The last price development in 
mint oils was a reduction in pepper- 
mint as the result of a few scattered 
offers of new crop oil for Fall deliv- 
ery. The offerings were very early, 
however, and were reg arded as 
more or less feelers on A part of 
certain interests in the country to 
see what price possibilities might be 
when the new season gets under- 
way. Late frosts or excessive rains 
could very well bring about a de- 
cided change in the new crop out- 
look. Quotations on spearmint oil 
were maintained at the same levels 
as those in force during the preced- 
ing period under review. 


Citric Acid Searce 


The supply of citric acid was 
trailing far behind the demand, 
and with the most active consuming 
season of the year approaching, sup- 
ply conditions are likely to grow 
worse before any change in the 
tight supply position will be noted. 
The shortage was so severe that oc- 
casional odd lots in dealer hands 
were commanding 55 to 60 cents a 
pound. Tartaric acid was in a simi- 


lar tight supply position. Importers 
found it difficult to obtain replace- 
ments abroad since their costs had 
advanced to a level beyond ceiling 





prices at which they could resell 
merchandise. The cost of argols, 
crude material from which domes- 
tic tartrates are made, has likewise 
been advancing. 

Price uncertainty also was a ma- 
jor factor in both turpentine and 
resin. 

An early OPS ruling could roll 
back selling prices particularly with 
respect to turpentine. Crude pine 
gum costs have been free from con- 
trol while the processed materials 
namely gum turpentine and gum 
resin were included in ‘the general 
price freeze order issued earlier in 
the year. Gum turpentine has been 
selling at 92 cents a gallon, Savan- 
nah basis, whereas a year ago, the 
article had been available at 393, 
cents. Normally turpentine con- 
sumption declines when the price 
gets too high particularly in the 
paint trade but its chemical uses are 
usually maintained at a good rate 
regardless of price. For a time it was 
believed that rosin prices might be 
rolled back but a late OPS order 
giving the Commodity Credit Cor- 
poration a green light to mark up 
Its prices on its “holdings have 
tended to remove such a _ possibil- 
ity. 


Severe Break in Menthol 


Menthol was about the only item 
that suffered a rather severe break 
in price. Although day-to-day 
changes were rather narrow, offer- 
ings at the close of the period were 
considerably below the prices 
named for the imported article at 
the start of last month. Japan has 
little menthol to offer for export to 
the United States and its new pro- 
duction will not come until Fall. 


Rollback in Glycerin Possible 


A general feeling of hesitancy 
prevailed in glycerin as rumors per- 
sisted concerning an early price roll- 
back for the industry. In some quar- 
ters it is believed that the price of 
soap lye crude of 43 cents will be 
rolled back to 40 cents or better. 
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PA ACNESIUM STEARATE U.S.P. 
TO ZINC— 


for baby powders, body powders, face powders 7 





\ 








“The Talc House” 






Whittaker +905 Magnesium Stearate 
U.S.P., an outstanding product, exacting 
uniformity for cosmetics, tablet binding, 
chemical and pharmaceutical manufacturing 













ZINC STEARATE 


Whittaker has a grade for every cos- 
metic and drug manvfacturing for- 


mulation 
TALCS 


THOMASSET CERTIFIED 
COSMETIC COLORS 


SPECIAL #900 
POWDER BASE 













WHITTAKER 
CLARK & 260 West Broadway 
DANIELS, INC. New York 13, N. Y 





 idiiles s. 


21 Irving Place New York 3, N. Y. 


PRIVATE FORMULA 
MANUFACTURERS OF 
COSMETICS AND TOILETRIES 






















BULK AND COMPLETE PACKAGING SERVICE 





Can you make use of our 


manufacturing facilities in Mexico 






soon to be completed? Write us. 
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PRICES IN THE NEW YORK MARKET 


(Quotations on these pages are those made hy local dealers, but are subject to revision without notice) 








































ESSENTIAL OILS Cinnamon oil, Bark ....... 35.00@ 50.00 Be COE a icdicncucces 10.00@ 12.00 
rrr Tre 2.00@ 2.50 DEY dicadesaKeiuniences 4.50@ 4.75 
: . . Citronella, Ceylon ........ 2.45@ 2.70 NI a vedi dacdwcaede's 3.75@ 4.50 
All prices per lb. unless otherwise speci- , gape ee 3200 3.75 Neroli, Bigarde P. ........ 85.00@ 95.00 
fied. PE ecudeceisccecnd 2.55@ 2.75 Petale, extra NF .......: 155.00@180.00 
Cloves, Zanzibar ........ 3.10 Nom’ PRONG cack dauteeuccacde $40@ 5.75 
Almond Bit, FPA per Ib... 3.25@ 4.25 PINE Genacccencss 3.55 Nom’l Ocotea Cymbarum ........ 85@ 1.00 
Sweet True ..........:- 654 .90 GEE, ceutccdeiccer dude 2.50@ 3.00 GS ob cic ccndacuews 5.30@ 7.00 
’ Apricot Kernel .......... 55@ «70 CUE Svc cacecssqeeses 30.00@ 35.00 CES Livavinceccdawi 45.00@ 48.00 
ME eStha dusudediescus 175@ 2.50 CN <b acudevdscnseeecad 5.00@ 6.20 Orange, Florida .......... 3.00 Nom’l 
Angelica Root ............ 150.00@190.00 RS (ebvausdencedioens 6.00@ 8.00 WED den cecuaceuKes 150 Nom’ 
SS EEE ee 2.00@ 2.25 Dill See 2.504 
Aspic (spike) Span ...... 3.30@ 3.90 MD. -ciakesnegwawes nee 1.350 4.60 ER Adstvecwcadecan 1.10@ 
SE “ks bud oneeesnnsas 110@ 1,50 Pi ctiverdadvekaceneds 6.254 6.85 Orris Root, abs, (oz.) ..... 65.00@ 70.00 
 atvechindnwdnde eanwes 1.70@ 2.00 TE CECT 5.75@ 6.00 DP Ui Sdnewowsands 36.00 Nom’] 
OD.. nvicanetkccdcesuus 10.50 Nom’ ID cocvcivedactucss 130@ 1.55 ee 23.00@ 25.00 
PT dic oudwaceecuer 3.85@ 5.25 Fennel, Sweet .......... 2.45@ 3.20 Pennyroyal, Amer. ........ 4.10 Nom’! 
Birebter, crude ...cccccecs 165 Nom’l errr rr cre 7.25@ 7.70 DUN Inacacksccdcuccs 5.25@ 5.85, 
Birchtar, rectified ........ 4.75@ 5.00 CUR adéeieceseduace 180@ 2.00 Peppermint natural ...... 7.75@ 8.00 
ON GN OE vdviacuscecea 41.90@ 5.75 Geranium, Rose, Algerian . 26.00@ 32.50 NE Cie cecuxewace 8.10@ 8.60 
Se ae HQ 60 Bourbon —.....ccceeeess 26.90@ 32.00 EE eee 3.90@ 4.00 
GE Wa Da wacccceccs 2.50@ 2.75 fo eer ere 8.25@ 10.00 PEGG, THOSE vccccacccs 41.95@ 6.00 
Cajuput (technical) ...... 2.10@ 2.50 GN auae ences weeenedes 22.00@ 25.00 BMC E eve dateeunuanene 2.35@ 2.95 
C: ndd veda ceeeauane’ 20.00@ 25.00 Guaiac (Wood) .......... 1.90@ 2.20 Pinus Sylvestris .......... 2.65@ 2.85 
Camphor “White” ........ 50@Nom'l] Pat wdetwecKedeunds 2.50@ 2.80 PE. cdacdeddieiude de 2.85@ 3.20 
Cananga, native .......... 7.50@ 8.00 Juniper Berry .......... 3.25@ 5.00 Rose, Bulgaria (oz.) .... 40.00@ 60.00 
RN ei oa 8.60@ 9,00 DUNE vivcacctwedus da 400@ 4.85 Sythe, Ts «< acccicece: 26.00@ 32.00 
RE cco sieendddvewees 4.05@ 5.10 BERS sanccneesekuceds 4.25@ 5.00 Rosemary, Spanish ....... 75@ 1.00 
ES oc vd dacceuuees 60.00@ 85.00 Lavender, French ........ 4.754 10.00 Sage, Spanish ............ 110@ 2.00 
oS eee 10.00@ 48.00 Ris CE Kcknetvacces $.25@ 4.50 Sage, Dalmatian .......... 14.00@ 15.25 
Cassia, rectified, U.S. P... 5.25@ 6.00 DIN a Fan chassceeenete 8.00 Nom’ Sandalwood, N. F. ........ 12.50@ 12.85 
Cedar leaf U.S. P......... 3.25@ 3.50 DIN SC ccneducceeess 5.35 Nom’l Sassafras— 
Cee WOOO . cuvicdueaties 85 Nom’ Limes, distilled .......... 6.95@ 7.25 Pe 5 kG ce hacaade<e 85@ 1.25 
Gc anecesesasanendés’ 17.00@ 17.75 EEN. ocevsncavacns 8.80@ 9.00 NOOR, COE, <0 c cccevees 2.00@ 2.15 
Chamomile Hungarian ....280.00@325.00 Re GOON -Kddcccedenes 4.25@ 4.50 WU NONE id cus caseucees 31.00@ 35.00 


















OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 


ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 
are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 





LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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for fine 





astringents 
of uniform 
excellence, 


remember 





REHEIS 


FINE 
CHEMICALS 


ms 
ty 


that name... 






















REHEIS COMPANY INC 


BERKELEY HEIGHTS, NEW 
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JERSEY 
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cs ONSTANT research, skillful blending and ® 
development of subtle aromatics by the 
Perfume Chemists of N.B.W. assures the 
quality of its Essential Oils, Aromatics and © 


Floral Creations, > 


To be sure of constant high quality and lasting : 
consumer acceptance of your products... @ 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. @ 
where RESULTS have merited your repeat e 
business since 1920. > 


NEUMANN-BUSLEE « WOLFE 


iS 
yea ee Ct 





For the Fast-Growing Detergent Industry 


The 
FUNDAMENTALS 
of DETERGENCY 


by William W. Niven, Jr. 
Midwest Research Institute 


1950 + 260 pages ° illustrated + $6.50 





This volume presents a thorough-going treatment 
of the theory and practical applications of deter- 
gents with special reference to their use in launder- 
ing processes. All those who require a basic knowl- 
edge of the factors involved in detergency, both 
physical and chemical, and who wish to under- 
stand the chemical formulation of modern deter- 
gents will find this book of the greatest value, since 
its principles can be applied to all fields in which 
surface tension and its related phenomenon play 





a part. 


Order Now for Immediate Delivery 


THE AMERICAN PERFUMER 


9 East 38th St. ° New York 16, N.Y. 
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SpearMMiMt 20. ccccesceeses 5.65@ 6.50 Oe iced at racauedis 8.00@ 8.35 Ethyl Capronate .......... 2.20@ 3.15 





































SE nn e\Gawnncntadedins 2.50@ 2.75 3 RAG rehete: 18.60@ 20.00 Ethyl Cinnamate ......... 2.45@ 2.80 
Sweet birch Southern .... 2.25@ 3.00 OR thei cwsewunded 15.75@ 16.50 Ethyl Formate .........-- 65@ «75 
PEE. « nisuesscetsuas 5.10@ 8.00 C 14 (Peach so-called) .. 6.85@ 7.50 Ethyl Propionate ........ 0@ 1.00 
acces techie evusdewas 8.60@ 9.00 C 16 (Strawberry so-called) 6.25@ 7.10 Ethyl Salicylate .......... %5@ 1.10 
PE MOE Sivcecceiscsc 2.15@ 2.85 Amyl Acetate ............ 60@ .70 Ethyl Vanillin ........... 6.75@ 6.80 
a eee 2.50@ 2.90 Amy] Butyrate ........... 1.00@ 1.25 Becalypteh 2... ceccccccces 3.25@ 3.80 
Valarian, extra ............ 75.00@ 88.00 Amylcinnamic Aldehyde .. 2.00@ 2.40 Bugemol ......ccccccecces 3.75@ 4.25 
Vetivert Amyl Formate ........... 100@ 1.25 Gevametl, Game. ...ccccces 2.75@ 3.25 
Haitian .........cccee-+ 22.00@ 25.00 Amyl Phenylacetate ...... 3.75@ 4.10 Geranyl Acetate .........- 3.60@ 3.90 
Math donudedddekueds 25.00@ 27.00 Amyl Propionate ......... 1.25@ 1.60 Geranyl Butyrate ........-. 6.30@ 6.65 
Bourbon ............... 25.00@ 30.00 Amyl Salicylate .......... %@ 1.10 Geranyl Formate ......... 6.35@ 6.60 
Wintergreen, Southern .... 3.50@ 14.00 Amyl Valerinate ......... 2.00@ 2.50 Guaiac Wood Acetate ..... 4.65@ 5.00 
PEED. sovasewoncases 6.00@ 13.50 hn, 1.85@ 2.00 Heliotropin, dom. .......- 3.50@ 3.90 
Wormeced .. .....0.c00. 7.85@ 8.75 Anisic Aldehyde .......... 2.70@ 2.90 Hydrotropic Aldehyde .... 6.30@ 6.85 
Wormwood .......... wees 700@ 7.25 Anisyl Acetate ........... 5.85@ 6.00 Hydroxycitronellal ........ 9.25@ 9.60 
Ylang Ylang, Bourbon .... 16.50@ 23,00 Benzyl Acetate ............ 5@ 285 TE Ga Be Scccces ..eee+ 20.00@ 22.00 
y PE o's dcecewndenncvas 12.85 Nom’l Benzyl Alcohol ........... 73@ §=80 Ionones ale 
Z Benzyl Butyrate .......... 2.00@ 2.35 MN Sacunecasecaenees 10.25 Nom’! 
TERPENELESS OILS Benzyl Cinnamate ........ 3.30@ 3.60 DN so bcncddacdwanes 8.50 Nom’! 
te 2.70@ 2.90 Benzyl Formate .......... 2.00@ 2.30 DINED fc cccceustnecas 1.654 1.80 
EE Gainers 18.00@ 20.00 Benzophenone.........- 1.65@ 1.85 Iso-butyl Acetate ......... 1.00@ 1.75 
, BS Cheer ee eeeecens ° «WV. . oc 20)< 9 54 1 4o 

SN casekesseneeadas 30.00@ 38,00 Benzyl-Iso-Eugenol ...... 9.75@ 10.00 —_leo-butyl Benseste -.....-. — = 
e 7 sl Propionz @ 2.20 Iso-butyl Salicylate ....... 2.15@ 3.00 

Pn chaseveudcaened 10.50@ 12.00 Benzyl E ropionate ........ 1.60@ 2.2 7 y 

ge 16.00@ 50.00 Benzyl Salicylate .......... 1.904 2.10 TSOURONOR cccccccceccecs 4.10@ 4.60 
ee 80.004 90.00 Benzylidene Acetone ...... 2.00@ 2.75 IEE ca duseudadewaee 2.10@ 2.80 
60.00@ 62.00 DOMMINNGE oc cccnuecsccees 5.75@ 6.35 Limaleel § .......-- seeeeee 6.85@ 7.10 
: i hme the an 1, Butyl Acetate, normal .... .144%2@ .15%4 Linalyl, Acetate 90% ..... 6.85@ 7.05 

ree 135.00@170.00 od = 42 2 42 aaa Ra Of 
Pe : e e or Cinnamic Alcohol ........ 3.10@ 3.75 RE Ss rd cade sauuaes 4.85@ 5.10 
ED. kc rnnceentceun 15.00@ 15.25 ee 7 957 140 Linalv] F é 12.60@ 13.10 

ER scaisinenane cases $35 669 4 unanle Bch .....«. aoe Sar Seen eee eo ene + anae 12 
Spearmint 8.50@ 10.00 Cinnamyl! Acetate ........ 3.75@ 4.50 Linalyl Propionate ....... 11.50@ 12.00 
soiieeicass et iatihdiaabaacdaie ee cc onavsnesces 8.25@ 9.00 Menthol ...............-. 11.00@ 11.25 
PTY | — , . cate COE ck cvctdeciedexs 4.00@ 4.50 Methyl Acetophenone .... 1.50@ 1.90 
DERIVATIVES AND CHEMICALS Citronellyl Acetate ....... 4.65@ 5.40 Methyl Anthranilate ..... 4.00 Nom’l 
Acetaldehyde 50% ........ 2.15@ 2.50 Citronellyl Butyrate ...... 6.10@ 6.75 Methyl Benzoate ......... 60@ 1.00 
Acetaphenone ............ 1.60@ 1.80 CI cc caecausnedeede 3.00@ 3.50 Methyl Cinnamate ........ 1.75@ 2.25 
Alcohol C 8 .............. 2.00@ 2.35 Cuminic Aldehyde ........ 5.90@ 6.35 Methyl Heptenone ....... 7.15@ 8.00 
Me oxatredecanivtewdtecs 13.00@ 14.10 Diethylphthalate .......... AQ A Methyl Heptine Carbonate 45.00@ 60.00 
ES ck teaetubeen ewok 2.00@ 2.30 Dimethyl! Anthranilate .... 5.50@ 5.90 Methyl Naphthyl Ketone .. 4.75 Nom'l 
Mr EN. sWiddwcscwcbcoeees 13.60@ 14.50 Diphenyl Methane ........ 115@ 1.40 Methyl! Phenylacetate ..... 130@ 1.85 
Mer a Watin din 8 au cae ewates 2.30@ 2.65 Bulky Acetate .o.ccccccces 354 38 Methyl Salicylate ......... 55@ 80 
Aldehyde C 8 ............ 9.00@ 11.00 Ethyl Benzoate .......... 85@ 90 Musk Ambrette .......... 5.85 Nom’ 
CD ...cccccecceeceeeee 17.10@ 17.30 Ethyl Butyrate ........... 80@ 95  #$ Ketone ............--. 5.30 Nom’ 





nusenedaeceneuat 17.10@ 17.30 Ethyl Butyrate ........... 80@ .95 Ketone 



















BEN J. 


Coan tial OL 


FRENCH, INC. 


, Cia Sinks 











DESCOLLONGES 
PRODUCTS 


MUGUET FLEURS A 









The perfect synthesis of the 
exquisite Lily of the Valley 


perfume. 


160 FIFTH AVENUE NEW YORK 10, NEW YORK 






& Essential Oil Review May, 1951 411 


i 


C onsouipateD 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 


CPURE WHITE 
@ EXTRA QUALITY. 
© ABSOLUTELY PURE | 


© ABOVE U.S.P. STAND- 
ARDS 


@ Samples will gladly be sen 
on request—at no obligation 


Serving the Trade for 99 Years 


THEODOR LEONHARD WAX CO., INC. 
HALEDON, PATERSON NEW JERSEY 
Sa Ree A. 0. Saw 5 O. 09 >. See San S. e.S. 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e 
Ethyl Anthranilate e 
Skatol 
Linalyl Anthranilate e 


Isobuty!l Quinoline 
Butyl Anthranilate 


Linalyl Isobutyrate 


ee RMOUNY | 


CHEMICAL CO., 


600 Ferry Street Newark 5, N. J. 





433 endo Avenue 


38 West 32nd St. 








Absolute French Perfume Bases 
All of the Most Popular Types 


Series 300 Oils 
Water Soluble Perfume Oils 
Exquisite Perfumes in Bulk 


Write for our price list of new low prices. 
For 30 years we have served a satisfied clientele. Our 
consulting Department is always at your service. 


E. M. — Company 


_Seingiee 11,N.J. 


OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 


We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today FOSTER D. SNELL 
for Booklet No. 3 RESEARCH LABORATORIES 


29 W.15'? St. New York II.NY 


“The Chemical WArnins 4-8800 


fa ea Aue at iNkli 
CHEMICAL TaN 





HANDMADE 
PERFUME BOTTLES 


with inside thread and goldplated Metal Stoppers 
from Ys dram and up, other Glass Specialties 
and Display items made to order. 


ba“ 


We also service you with beautiful GOLD finish and Frost on your bottles, 


prompt and reliable. Inquiries invited. 


KENBURY GLASS WORKS 


New York 1, N. Y. 


JOHN HORN 835-839 TENTH AVE, NEW YORK 19, N.Y. 


DIE STAMPING 


Telephone: * 
COLUMBUS 5-5600 


412 May, 1951 


ENGRAVING EMBOSSING 


Ceble Address 
HORNLABELS NEW YORK 
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eke a awe Waa ewes 2.00 Nom’l Yellow, refined ........  .73@ 715 Rose Water, jug (gal.) .... 150@ 2.00 
Neroline (ethyl ether) .... 2.50@ 2.80 Bismuth, subnitrate ...... 2.65@ Rosin, M. per cwt. ....... 9.70@ 9.75 
Paracresyl Acetate ........ 2.20@ 2.75 Borax, crystals, carlot ton . 61.25@ 81.25 ee Cee eee 42@Nom'l 
Paracresyl Methyl Ether .. 2.50@ 3.00 Boric Acid, U. S, P., ton 129.00@133.50 I IUNSD “Saccenceen’ 2.45@ 2.60 
Paracresyl Phenyl-acetate . 4.75@ 5.40 Calcium, Phosphate ...... 08@ 0834 Silicate, 40°, drums, works, 
Phenylacetaldehyde 50% .. 2.75@ 3.25 Phosphate, tri-basic .... .0654@ .07% WO WOES eedsidcceceds 110@ 1.40 
|) --- 4.10@ 4.65 Camphor, pwd., domestic . .60@  .62 Sodium Carb. 
Phenylacetic Acid ........ 165@ 2.25 Castoreum, nat., cans ..... 7.85@ 15.00 58% light, 100 pounds .. 1.60@ 4.62 
Phenylethyl Acetate ...... 2.00@ 2.50 ee a eae 150@ 1.55 Hydroxide, 76% solid, 100 
Phenylethyl Alcohol ...... 1.75@ 2.00 Chalk, precip. bags, clts .. .0274@ .03 MO ait ccadévesaceed 3.35@ 4.55 
Phenylethy! Butyrate eee 4.200 4.50 Cherry Laurel Water, jug, Spermaceti Cecccsescccese 344 wl 
Phenylethyl Propionate ... 3.30@ 4.00 SEE watintas aux tatiogas 125 Nom’ Stearate Zine U.S, P..... 46@ 48 
Phenylethyl Salicylate .... 4.35@ 4.80 CR ED 8 ixikativnsacs i 281446@ 2914 = Styrax ............4. wee. 150@ 1.85 
Phenylethyl Valerianate .. 5.70@ 5.90 Ce MD caccwecawss $.50@ 15.00 RY NN a cieecceceus 39144 Al 
Phenylpropyl Acetate .... 3.75@ 4.20 Cocoa butter, bulk ...... 0.71@0.714%4 Tragacanth, No. 1 ........ 4.25@ 4.50 
 hitndgekeeekkecuis 125@ 1.60 Cyclohexanol (Hexalin) .. 30@ 32 Triethanolamine ......... .2644@ .274%4 
ee Oe. ee CORD wececees 2.65@ 3.40 Fuller’s Earth, Mines ton .. 27.00@ 30.00 Violet Flowers ........... 1.85 Nom’ 
Styrolyl Acetate .......... 190@ 2.50 Glycerin, C, P. ........... 554@ _ 59 Zine Oxide, U.S. P. etns. .. .194@ .20%4 
’ ee — OR cedews 5.00@ 5.50 Gum Arabic, pwd. ........ 214 22 
guaiacol) .........000. 3.00@ 3.05 PE. J utvecacdseeaens: 15,4Z@ ~~ .16 yITS 1) FATS 
Lignin coer cececceccccns 3.00@ 3.05 Gum Benzoin, Siam ...... 3.50@ 3.85 OILS AND FATS 
Vetiver Acetate .......... 47.50@ 50.00 NR ci disececsndies 65@ «70 Castor, refined, drums .... .384@ .38% 
Violet Ketone ROPE 6600 9.90@ 10.25 Gum Galbanum .......... 80d 95 Coconat, crude, Atlantic 
Yara Yara (Methyl ether) . 2.25@ 2.80 CE EEE wedi ces ccawecs 30@ ~=«37 MONG MINE a ccéccicee: 194 
SR UN ciindas dxnnees 254 27 Double distilled, drums . 3040 31% 
BEANS ING UA Hee ckocedeeunnks 05@ 07 Corn, crude, Midwest, mill, 
RAIN ip vececesuteeden 5.00@ 7.00 RE ee ae aaa aca w 24444 
Tonka Beans Surinam .... 1.00@ 1.10 Lanolin, hydrous ......... 29@ «30 Corn Oil, refined, tanks .. .28@ .2844 
I, cick edusucendon 1.75@ 1.80 MD vas cucedeees 31@ = 32 Cottonseed, crude tanks .. .2344@ 
Vanilla Beans Magnesium, carbonate .... 11444 14 GO, WHEE: cnccccccdsas 144%,@4 
cv auacush Je wueid 3.25@ 4.00 Ps Satuducuwesentc A0G 42 RA CONE 6 ck acccceces AT4a 
Mexican, whole .......... 6.50@ 6.75 Re CNN, bus cwucadews 38.00@ 45.00 Lard Oil, common, No. 1 
Mexican, cut ............. 5.50@ 6.00 Olibanum, tears .......... 20@ = 25 ci cckcaceuevenss 23@ 23% 
EE Ginn dks wed caineends 2.75@ 2.95 PM cccavdecdenceede 16@ 4.18 Olive, edible (gal.) ...... 3.25@ 3.40 
Orange Flower Water, gal. 1.75@ 2.25 Palm drums .............. .274@ 30 
SUN 5S : IGS Orris Root, Italian ........ 204 26 Peanut, refined tanks .... . 28144a 
UNDRIES AND DRUG: PE vi nicecdenwundeeed 063%.@ 07% Red Oil, single distilled 
A cet re rahe 104@ «14 Peroxide (hydrogen U. S. P.) GO aad vceeccdesucess GU ae 
Ambergris, ounce ........ 8.50@ 18.00 DE cducadlosecéiacdnene.2 034@ 05 Stearic Acid 
Balsam, Copaiba ......... 2.00@ 2.50 Petrolatum, white ........ .06354@ 08% Triple Pressed ......... . 2644@ .27% 
PU ane a de bees donkees 2.50@ 2.75 SS ee err 1.00@ 1.50 Double Pressed ........ « 244,@ 25% 
Beeswax, bleached, pure PE OED. Keevewunncaces 18@_ ~~ «22 Tallow, acidless, drums ...  .22@ 224% 
Rt 804 82 Rose flowers, pale ........ A0G 48 es GMIU .gwdhccécuccca 1444@ 




















ANOTHER cscroceo 
VEEGUM HV" 


FOR EMULSIFYING: A 3% dispersion of VEEGUM HV will form a 
stable oil-in-water emulsion with as much as 35% medium viscosity 
emulsifies mineral oil. Less than 1% VEEGUM HV will permanently stabilize 
many types of emulsions containing various oils, fats, and waxes. 
Liquid emulsions containing significant amounts of electrolytes can 
be stabilized effectively with VEEGUM HV. 










VEEGUM HV is a recommended emulsifying agent in hand lotions, 
shaving preparations, dental creams, deodorants, hair prepara- 


hi tions, pigmented makeup, sun-tan lotions, and other pharmaceutical 
XOtron; and cosmetic preparations. 
write for _ 
sample 7! *Colloidal Magnesium Aluminum Silicate 
Inorganic, non-toxic, non-irritating 





R.T. VANDERBILT CO. 


specialties department 


230 Park Ave., New York 17, N.Y. 


© 
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write today for Technical Bulletin 110 





CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; 


and Help Wanted, 50c. Please send check with copy. 


Situations Wanted 
BUSINESS OPPORTUNITIES 





WANTED: Chemicals, Colors, Pigments, Resins, Solvents, Oils, 
Aromatics, Other Raw Materials & Supplies, Machinery & Equip- 
ment: CHEMICAL SERVICE CORPORATION, 80-08 Beaver St., 
New York 5, N.Y., HAnover 2-6970. 


WANTED: 1—1000#% Powder Mixer, 3—Copper Coating Pans, 
1—#43-A Granulator, 1—Single Punch Tablet Machine, and 1— 
Fitzpatrick Comminutor. Give full description and price. Box 
2353. The American Perfumer, 9 East 38th St., New York 16, N. Y. 


COSMETICS — Packaging Supplies — Bottles — Caps — Finished 
merchandise or complete active or inactive companies wanted 
for cash. Arkus Inc., 7 Vesey St., Newark, New Jersey. 


RARE opportunity, entire stock 32, 252 ounces perfume, made 
from imported oils. 1087 ounces imported perfume, toilet waters, 
116 oils, raw materials, bottles, etc. 90 Gross 4 oz. Bottles. No 
dealers. Post Office Box 2041, Paterson, N. J. 


PRIVATE label cologne sticks, It’s a fast profit maker with a 
faster turnover in repeat sales, Write Box 2909, The American 
Perfumer, 48 West 38th St., New York 18, N. Y. 


FOR SALE 


FOR SALE: 2-Lee 400 gal. S/S Kettles, 100# jkt. pressure; 
l-Lee 150 gal. agit. S/S Kettle, 100% jkt. pressure; 1-250 gal. 
S/S Kettle, 90% jkt. pressure; 29-S/S clad, open Kettles, 30, 40, 
60, 75 and 80 gal. capacities, 404 jkt. pressure; 8-Standard Knapp, 
Ceco & ABC Gluer-Sealers & Compression units; 5-Double spiral 
Ribbon Mixers, 400, 1200, & 18004 capacities; 1-Munson Rotary 
Dry Batch Mixer, 2000# capacity; 1-Shriver 24” & 1-Sperry 30” 
Aluminum Filter Presses; 1-Shriver 18” Cast Iron Filter Press; 
4-Day #71 S/S Roball Sifters; Dopp 350 and 650 gal. Open, Jkt. 
Kettles; Empire State Para Block Press; Blaw-Knox 6’ x 4’ 
Chrome-plated chilling Roll; Stokes 79-80 Tube Filler & Closwer; 
Stokes DD & RD Rotary and Colton 3DT & #4-14 Single Punch 
Tablet Machines; NJ Pony Labelrites; 50-Aluminum Storage Tanks 
including 800, 600, 250, & 200 gal. capacities. Only a partial list. 
Send us your inquiries. Consolidated Products Co., Inc., 14-15 
Park Row, New York 38, New York. Phone: BArclay 7-0600. 


FOR SALE: Tested formulas for HAIR DYES, including enzyme- 
controlled type; HAIR TINTS; COLD WAVE preparations. On 
outright sale or royalty basis. Consultation if desired. Box No. 
2911, The American Perfumer, 48 West 38th St., New York 18,N.Y. 
FOR SALE—Perfumer bottle filler—slightly used (Scientific 
Filter Co.) type V F I, thru gallon capacity, 30 pounds pressure 
gauge with 4 h.p. single phase A.C. G-E Motor. Guild Crest Cor- 
poration, 671 Bergen St., Brooklyn, N. Y. Main 2-8412. 


SITUATIONS WANTED 


ORGANIC CHEMIST 
Perfumer, B.S., M.S. 344 years teaching Organic Syn- 
thesis and Analysis at Midwestern University. Wishes 
position with Aromatic Chemicals or Essential House 
in any phase. Willing to start at moderate salary. Loca- 
tion N.Y., N.J. area or Europe. Age 30. Available June 


10. Write Box 2906, The American Perfumer, 48 West 
38th St., New York 18, N. Y. 


AVAILABLE soon: Senior sales executive. Excellent contacts, 
thoroughly familiar with perfumery and essential oil industry. 
Write Box 2907, The American Perfumer, 48 West 38th St., New 
York 18, N. Y. 


A-1 PRODUCTION and PURCHASING man open for position 
with cosmetic manufacturing company. Knows how to get needed 
supplies. Successful sales promotion experience. Good record. 


Write Box 2908, American Perfumer, 48 West 38th St. New York 
Wey... Ee 
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EXPERT perfumer chemist—good experience in compounding. 
Write Box 2910, The American Perfumer, 48 West 38th St., New 
York 18, N. Y. 


HELP WANTED 





PERFUMER, male, by manufacturer of finished products. Must be 
capable of developing perfumes for cosmetics and soaps, Send re- 
sume of experience. Write Box 2912, The American Perfumer, 
48 West 38th St., New York 18, N. Y. 
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WE CAN SUPPLY 
THE FOLLOWING BOOKS 


Chemical Formulary (Bennett) 1X 

Condensed Chemical Dictionary 1950 edit. 12.00 
Cosmetic Dermatology (Goodman) 7.00 
Cosmetics and How to Make them ( Bushby) 3.00 
Drug & Specialty Formulas (Belanger) 6.00 


Emulsion Technology 6.50 


a symposium 
Vol. I 
The Essential Oils (Guenther) Vol. II 
The Essential Oils Vol. Hl 


The Essential Oils (Guenther) Vol. IV 


The Essential Oils (Guenther) 6.50 
12.00 
12.00 


12.00 


(Guenther) 


Flavor (Crocker) 


0 HN NH 


Fundamentals of Detergency (Nevin) 


Hanley’s 20th Century Book of Formulas, Processes 
& Trade Secrets 


1.00 


4.75 


How to Make and Use a Small Chemical Laboratory 
Introduction to Emulsions (Sutheim) 


The Law of Foods, Drugs & Cosmetics (Toulmin) oa 

One large volume, 1460 pages 17.50 
12.00 
8.00 
Natural Perfume Materials (Naves and Mazuyer) .. 7.50 


Isolates—Paul Z. 


Modern Cosmeticology (Harry) 


Modern Cosmetics (Thomssen) 


— <1 i eH 


Perfumery Synthetic 
Ph.D. 


Perfumes, Cosmetics & Soaps (Poucher) 
Vol. I Raw Materials Dictionary 
II Production of Perfumes 


Bedoukian 
8.50 


10.00 


10.00 
Perfumes & Spices (Verrill) 3.75 


Pharmaceutical Selling, Detailing & Sales Training 
(Peterson) 


5.00 
3.50 
6.00 
3.50 
9.00 
6.50 
11.00 
6.25 


25.00 


Practical Emulsions (Bennett) 

Principles & Practices of Beauty Culture (Wall) 
Science & Art of Perfumery (Sagariin) 

Soaps & Detergents (Thomassen & McCutcheon) 
Spice Handbook (Parry) 

Surface Active Agents (Schwartz & Perry) 
Synthetic Food Adjuncts (Jacob) 


U. S, Dispensatory XXIV 


Send remittance with your order 


Foreign postage extra 


MOORE PUBLISHING CO. 
48 W. 38th St., New York 18, N. Y. 


nt et 
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Book Department: | 


The American Perfumer 











PROFESSIONAL SERVICES 


for UNIFORM PURITY 
UNIFORM TEXTURE 
UNIFORM WHITENESS 





ARTHUR H. BEHR, Ph.D. 


. Consulting Chemist and Perfumer 


Development and Application of Aromatics for any 
purpose 


VERONA 8-4804 
84 HILLSIDE AVE. VERONA, NEW JERSEY 











GEORGE W. PEGG Ph. C. 
Consulting Chemist 
MEDICINALS COSMETICS 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
a? 57 Fourth Ave. Telephone ORange 5-9007 East Orange N. J. 











ALBERT B. PACINI, Sc.D. 
’ Cosmetic Consultant 
Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 





Experimental data and prac- 
tical manufacturing experience of nearly 


Bo Prytz, Ph.D. 


Consultant 100 years’ specialization in beeswax and beeswax 

Enzymes, analysis, pharmaceuticals, compounds are at your service without cost or 
a obligation. Write about your beeswax problems to 

Cold Spring Harbor, L. I., N. Y. WILL & BAUMER CANDLE CO., INC., Syracuse, 


N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax—Composition 
Waxes — Stearic Acid — Hydistear 


DART 


de la PARFUMERIE DR. JEAN JACQUES 


par EXCELLENCE ” MARTINAT 


PERFUMER CONSULTANT 


Perfumes 


Cosmetics Creations of Highly Original Perfumes 
ome licati i 
Wath Matlelo, Dup ue fone of Most Difficult Fragrances | | 
5 Unique Kind of Professional Services. 
JOdDPs 
f 333 WEST 52ND. STREET, NEW YORK 19, N. Y. OF 
Flavors. } t = 
TEL. PLAZA 7-3861 | \ y 
Inquiries Invited Y FINE 


: — } , LABELS 
NOW AVAILABLE! | ' TAGS & 


COSMETICS & HOW TO MAKE THEM | PACKAGES 


By Robert Bushby | 


Third Edition, 1945 . . . $3.00 postpaid 154 WEST 14TH STREET, NEW YORK Il, NEW YORI 
Book Dept., 9 East 38th St., New York 16, N. Y. TEL: OR.5-0228 
| 





MOORE PUBLISHING CO. 








| FIFTH AVENUE 
| PROTECTIVE ASSOCIATION 


eee 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 





46 Years of “RESULT PRODUCING” Service 
Proves Our Worth. The "TRADES" Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 


ESTYPT IC PENCILS 


TX 


A. CAVALLA, ine. 163 Wesr 181m Sreerr, NEW YORK, Ii, KY. 
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HYSSOP PEPPER Black 


LAVENDER 
LAVANDIN 


NIAOULI Natural 
OLIBANUM THYME 


OPOPONAX VERBENA 
VERTIVERT 


ORANGE Bitter 


PETITGRAIN 
ROSEMARY 
SANDALWOOD 
MELISSE TARRAGON 
TANGERINE 


YLANG YLANG 


Above Natural Perfumers’ Materials Stocked by Our American 


Jasmin 


14 E. 48th St., New York 
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Affiliate 


CAMILLI, ALBERT & LALOUE, INC. 


Plaza 3-6070 
Cable address: Maximarome 





The American Perfumer 





An Aromatic of Growing Interest 


»» TO WEAVE RICH PATTERNS IN FRAGRANCE! 


a its introduction as a Dow Aromatic Specialty, C-64 has successfully found its 
place in the perfume formulas of many manufacturers of Toilet Soaps, 
Cosmetics and Perfumery. C-64 also finds valuable applications in other industries where its 
ability to mask unpleasant product odors has paid big dividends to its users. 

C64 is a powerful aromatic possessing a minty-camphorous odor suggestive of Patchouli. 
It is a very stable crystalline material which dissolves in all essential oils and 
alcohol, even when diluted.-Write to us on your company letterhead for a working sample 


and further information. Address your inquiry to Bush Aromatics, Dept. AR 5. 


DIVISION OF THE DOW CHEMICAL COMPANY 
BUSH AROMATICS ssitiauihtilaabies 
Exclusive sales representative for SYNAROME in the United States, Canada and Cuba. 








behind the product, 
original research... 


The limitless power of research is the power 
to build the finest. It is the power to create. 
The tradition of pre-eminence, of leadership in original research 

of the highest calibre in the Firmenich laboratories 

goes back to the nineteenth century. 
It has been the work of men such as Ruzicka, Stoll, 
Schintz, Seidel in the field of pure chemistry which has made 

possible perfume specialties whose names are 


known round the world. 


FIRMENTICH 


FIRMENICH INCORPORATED 


250 WEST 18th ST., NEW YORK 11 
CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE i 
IN CANADA: CARAMEED, LTD., 350 WALLACE AVENUE, TORONTO 1S 
GENEVA, SWITZERLAND... PARIS, FRANCE...LONDON, ENGLAND 


NAE I 








